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Abstract 
Opinion leaders have emerged as individuals with social influence who serve 
as the core of an interpersonal communication network. The social trends 
have made opinion leaders significantly influence buying behavior, especially 
among millennials. A deeper understanding of the characteristics of opinion 
leadership is still needed and based on the two-step flow theory, we 
developed a research framework to study opinion leaders’ influence (trust, 
credibility, and originality) on consumer buying behavior. A simple random 
sampling method was used, and the sample comprised 398 millennials in 
Klang Valley, Malaysia. Data were collected via a self-administered 
questionnaire. Regarding the relationships involving the opinion leaders’ 
elements, Pearson correlation analysis found that the trust (r=0.545; p=0.00), 
credibility (r=0.518; p=0.00), and originality (r=0.398; p=0.00) of opinion 
leaders are significantly related to consumer buying behavior. Multiple 
regression analysis was then applied to examine the most influential opinion 
leader factors on millennials’ buying behavior. The result showed that this 
model contributed a total of 30.7% and that trust (β = 0.368, p = 0.000) is the 
most influencing factor on millennials buying behavior. Marketers will have an 
updated perspective on the influence of opinion leaders on consumer buying 
behavior knowing the profiles of opinion leaders is extremely beneficial for 
consumers to make wise purchase decisions. 

Keywords: Credibility, Consumer buying behavior, Opinion leaders, 
Originality, Trust 
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1.0 Introduction 

Followed by the trends, online stores, and online businesses 

were springing up on social media, especially during the pandemic of 

COVID-19. Social media in the present world is not only used for 

communication but also for business. Social network nowadays serves 

as an important communication tool that can facilitate interactions 

between members of society (Hosseini Bamakan et al., 2018). As a 

result, there is a vast quantity of relevant data accessible in today’s era 

of digitalization with simple accessibility, i.e., easy for the consumers 

to reach them or get into them hence it may create obstacles for 

marketers to compete with potential firms. Therefore, several opinion 

leaders have formed as influential members of online communities as 

they can affect others’ opinions and influence them on different online 

platforms. Opinion leaders can range from friends and family to well-

known actors, politicians, websites, CEOs, and IT enthusiasts. Online 

opinion influencers play a vital role in promoting products and services 

through a variety of business and marketing tools (Lin et al., 2018; 

Pilgrim & Bohnet-Joschko, 2019). They are usually an enthusiastic 

individual who love to share their experiences and opinions on the 

social web with their followers.  

Every online opinion leader is not made overnight. All of them 

begin with a negligible quantity of followers because it takes time to 

build up their connections. According to Weeks et al. (2017), changes 

in the media environment generate new and maybe easier chances for 

people to try to convince or influence others in their social networks. 

With the development of the Internet and related technologies, the role 

of opinion leaders has grown even more prominent (Turcotte et al., 

2015). Further, social media platforms are fundamentally used to 

socialize and connect people digitally, and it also opens new spaces 

for opinion leaders to influence others through their networks (Rachma 

et al., 2022; Turcotte et al., 2015). As Haron et al. (2016) argued, social 

media can be a powerful marketing tool and it can be used as a sharing 

platform among viewers. On the other hand, the Internet including 

social media platforms is also important for opinion leaders to express 

their opinions due to the features as user-friendly and having major 

easy-sharing capabilities (Jalli, 2016). However, the studies that were 

done on the social media factors of opinion leaders that can influence 

consumers' buying decisions are still inadequate.  

Although there are several types of online platforms used by 

opinion leaders such as Facebook, Instagram, and Twitter (Jin & Ryu, 
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2019; Djafarova & Bowes, 2021; Park & Kaye, 2017), this study will 

further research which of the social factors of opinion leaders (trust, 

credibility, and originality) will highly influence the consumer’s buying 

behavior. A meta-analysis process used in Kwon and Song’s (2015) 

study proved that consumers not only make their decisions based on 

the opinion of experts about the products but also the direct information 

from the mass media. On the contrary, Zhao, Kou, Peng, and Chen 

(2018) illustrate that an increase in opinion followers’ confidence in 

positive opinion leaders can raise their influencing power. Therefore, 

Zhao et al. (2018) suggested that there is a need to identify the degree 

of trust by opinion leaders which can lead to affect consumers' 

decision-making processes. Different studies have been conducted 

that have provided a lot of variety relevant information about the 

influence of opinion leaders on consumers' buying behavior. However, 

the focus of the above research on the degree of trust toward opinion 

leaders is needed to investigate.  

In addition, there are a few prior findings (e.g., Cui, Jiang, Deng, 

& Zhang, 2019; Diehl & Lee, 2022; Djafarova & Rushworth, 2017; 

Sudha & Sheena, 2017) to explain the marketing strategies used by 

the companies to create the credibility of information in digitally 

networked media environments. However, the credibility of online 

information from opinion leaders creates uncertainty regarding 

consumers whether it should be believed. Thus, future research (i.e., 

this study) is needed to better understand the credibility of opinion 

leaders on consumer buying behavior. Also, there are few studies (e.g., 

Casalo, Flavian, & Ibanez-Sanchez, 2020; Fakhreddin & Foroudi, 

2021; Zak & Hasprova, 2020) done on the originality of opinion leaders 

that will influence consumer buying behavior, however, their focus of 

the study is inadequate and the level of creativity of opinion leaders 

whether it can affect millennials. Therefore, the originality of opinion 

leaders that will influence millennials' consumer buying behavior needs 

to be further investigated. 

Knowing the profiles of opinion leaders is extremely beneficial 

for consumers to make wise purchase decisions and for businesses 

looking to employ these individuals to boost product distribution and 

sales, especially via the advancement of social media. Opinion leaders 

may have a favorable impact on the use of these firms’ goods and 

services among potential customers. In addition, opinion leaders that 

influence the intention to purchase among millennials have not been 
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researched much in the literature. Therefore, a deeper understanding 

of the characteristics of opinion leadership is still needed.   

 In particular, the objectives of this study are to examine 

the influence of opinion leaders on millennials’ purchase behavior and 

to investigate the relationships as well as the contributions of trust, 

credibility, and originality of opinion leaders to consumer buying 

behavior among millennials. Subsequently, to determine the most 

influential social factors of opinion leaders that affect their buying 

behavior. 

2.0 Literature Review and Hypotheses Development 

Based on the two-step flow theory, we mainly review the 

literature on the theory and explore the research on the influence of 

opinion leader’s elements on consumer buying behavior.  

2.1 Research Framework  

In the current research framework, the two-step flow theory 

serves as the foundation for directing the research. The two-step 

concept was initially proposed by Paul Lazarsfeld, Bernard Berelson, 

and Hazel Gaudet (1948) in The People’s Choice, a study that 

examined the decision-making process during a Presidential election 

campaign. Face-to-face interaction, according to Lazarsfeld et al. 

(1948), has a greater influence on changes in people’s political 

leanings than mass media. Based on the two-step theory, the contents 

of mass communication filtered down through the opinion leader’s own 

and frequently the group’s agenda and beliefs (Soffer, 2019). Similarly, 

Pang and Ng (2017) discovered an impact in terms of influence on 

misinformation propagation, which is consistent with the two-step 

information flow model. This study also explained that if opinion leaders 

or influencers promote disinformation on platforms where they are 

more popular, the misinformation will spread across platforms to their 

followers’ social networks. Likewise, the study’s findings demonstrated 

by Chen and You (2019) show that learners in the experimental group 

with a two-step flow of communication through opinion leaders 

outperformed those in the control group with one-step communication 

through website posts on learning performance, peer interaction, and 

group cohesiveness. 

In addition, in online environments, structural criteria such as the 

number of social relationships do not always correspond to the 
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potential to initiate broad and far-reaching information cascades, as 

stated by Ognyanova (2017). According to Powell (2022), many 

individuals were heavily impacted by opinion leaders in their networks, 

which included close friends, family, activists, and organizations. 

Therefore, it is essential to be involved with external environments as 

well as other social software such as YouTube to enable interaction of 

the blog with these platforms and utilization of their advances (Kim, 

2008). Using these novel communication technologies (Kavanaugh et 

al., 2006) makes it easier to connect, communicate, and diffuse the 

message to a bigger group of people who have similar interests. On 

the contrary, Mohammadi et al. (2016) suggested that the flow of 

knowledge and influence in word-of-mouth (WOM) spread of energy-

saving techniques does not always follow the two-step flow of 

communication paradigm. This is because of either a lack of opinion 

leaders employed by organizations and ignoring their potential impact 

in promoting energy-saving methods or a lack of actual influential 

values for opinion leaders in disseminating energy themes to the public 

(Mohammadi et al., 2016). 

A spate of studies has been undertaken based on the two-step 

flow theory. In line with recent literature, the two-step flow theory was 

a significant model in the diffusion of messages from opinion leaders 

to their followers via social platforms. Su (2019) expressed that the 

original two-step flow theory is concerned with the influence of opinion 

leaders on changes in public opinion; however, without evaluating 

movements over time, it is difficult to make conclusions about the 

function of opinion leaders in influencing public opinion. In this study, 

we assume that the two-step flow theory is essential to be included in 

the present research framework to determine the relationship between 

opinion leaders and the two-step flow theory. However, to overcome 

these gaps, this study tries to analyze whether opinion leaders impact 

the millennials’ thoughts on their buying behavior in the setting of the 

two-step flow theory. Figure 1 shows the current study’s framework, 

applying the basic concept of the two-step flow theory. 
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Figure 1 : Research Framework 

2.2 Influence of Opinion Leadership 

Iyengar et al. (2011) state that the power of an individual to affect 

the attitudes, views, and overt conduct of others is referred to as 

opinion leadership. The role of an opinion leader is mainly to establish 

a link between certain products or brands and consumers as they are 

considered to have expertise that can contribute to attitude formation 

or changes in consumers (Fakhreddin & Foroudi, 2021; Godey et al., 

2016; Queslati et al., 2021).  Much research has been undertaken to 

discover prospective opinion leaders, discover the qualities that 

differentiate them from their followers, and identify how they use their 

influence to affect the beliefs and behaviors of many people 

(Savolainen, 2021). Hence, according to Jansson et al. (2017), the 

significance of the interpersonal social impact on the adoption of eco-

innovation in general, and opinion leadership and personal norms. The 

literature review on the personal influence of opinion leaders is 

presented in the following: 

 Trust of Opinion Leaders 

The suggestions made by opinion leaders typically have a huge 

influence on product marketing since they are viewed as persuasive 

testimonies that assist followers in creating trust (Chan & Fan, 2020; 

Oueslati et al., 2020). Numerous studies have found that social trust or 

mutual trust between individuals is one of the many aspects that 

contribute to the effectiveness of knowledge-sharing activities. Liu et 

al. (2019) argued that people desire to learn from each other and share 
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their expertise and knowledge in an online community where they have 

social trust. Users in online media who are trustworthy are more likely 

to respond favorably, share their knowledge, and contribute resources 

so their attitudes and behaviors are influenced by their level of social 

trust. Similarly, Zhao et al. (2018) found that the levels of trust of 

opinion followers in opinion leaders have a greater impact on opinion 

leaders’ influencing power compared with the proportion of the opinion 

leaders and the confidence levels of the followers towards opinion 

leaders. 

A prior study stated that the trustworthiness of citizen influencers 

who as consumers with crowds of online followers is the primary driver 

of their persuasiveness, which mediates and magnifies the effect of the 

other four traits including expertise, likeability, similarity, and familiarity 

(Martensen et al., 2018). Levesque and Pons (2020) then argue that 

trust, the construction of the competence of the opinion leader himself, 

that is, the degree of confidence in him from the audience, has an 

essential effect on the perception of a message from opinion leaders. 

Therefore, we assume that the trust of opinion leaders needs to be 

considered in this study to determine the specific relationship between 

trust in opinion leaders and millennials’ buying behavior. Social trust 

from opinion leaders can potentially have a positive impact on the 

millennials which in turn importantly corresponds to the millennials’ 

purchasing behavior. Thus, the following hypothesis is proposed: 

H1: Trust of opinion leaders has a positive impact on consumer buying 

behavior among millennials in Klang Valley. 

 Credibility of Opinion Leaders 

According to Jiang and Wang (2021), opinion leaders play an 

essential role in the aggregation of opinions, and those who have a 

strong influence and many social links in social commerce platforms or 

also referred to as ‘Big-V’ type opinion leaders makes them more 

influential and capable of gaining more strong supporters than 

authority-type opinion leaders. The audience must be willing to blindly 

trust the leader and follow his advice. As a result, the more loyalty, the 

more probable it is that consumers will pick what the leader suggested 

to them to choose among numerous alternative products and services 

(Maldynova, 2021). 

Locock et al. (2001) claim that the usefulness of the expert 

opinion leader lies mostly in the early phases of getting an idea rolling, 
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validating the evidence, and translating it into a form that people can 

accept while considering their local experience. However, innovators 

who go too far beyond current standards in their dedication to a specific 

topic may become isolated and unable to maintain their credibility. For 

example, in the study by Shi and Salmon (2018), personal 

characteristics, professional expertise, and social positions were 

shown to predict an individual’s local opinion leadership in the retweet 

network of popular organ donation messages. The result showed that 

personal characteristics and social positions, but not professional 

expertise, were found to be substantially related to global opinion 

leadership and informal authority and may alienate others even if they 

are still recognized as experts. The verification badge shows a user’s 

reliability when those messages posted through verified accounts 

receive more retweets than messages sent via unverified accounts 

(Zhang et al., 2014). 

Concerns about the reliability of the digital media environment 

are usually due to there being few standards for quality control and 

evaluation of the Internet (Metzger & Flanagin, 2013). A previous study 

stated that celebrities were seen as a credible source of information by 

all users (Djafarova & Rushworth, 2017). Some marketers use 

influencer marketing to establish market credibility either by creating 

social conversations about their brand or promoting their products 

online or in-store. This is because influencer marketing is a unique 

concept of word-of-mouth marketing with a focus on performing more 

professionally in a social context and hence it is a very useful form of 

relationship building for brands that want to expand and rotate their 

audience through trust and credibility with loyal customers (Sudha & 

Sheena, 2017). For example, the study by Matute et al. (2016) shows 

that the quantity, reliability, quality, and perceived usefulness of 

information are key to influencing consumers' repurchase intention by 

disseminating food safety information using social media. Additionally, 

Cui et al. (2019) identified that opinion leaders’ suggestions are unique 

characteristics of social media as they play an important role in 

influencing the behavior of individual consumers due to their ability to 

effectively disseminate online information. Peer source reliability 

assessments are also important for current research, as people tend to 

pay less attention to analyzing information coming from networks (Diehl 

& Lee, 2022). There are a few prior findings from the above-described 

research used to explain the marketing strategies used by companies 

to create the credibility of information in digitally networked media 
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environments. However, the credibility of online information from 

opinion leaders creates uncertainty regarding consumers whether it 

should be believed. Thus, future research is needed to better 

understand the credibility of opinion leaders on consumer buying 

behavior. Along the same vein, we proposed the following: 

H2: The credibility of opinion leaders has a positive impact on consumer 

buying behavior among millennials in Klang Valley. 

 Originality of Opinion Leaders 

Individuality is critical in the formation of opinion leaders. A study 

conducted by Casalo et al. (2020) shows that originality and 

uniqueness are essential factors for an opinion leader in social media. 

According to Zak and Hasprova (2020), opinion leaders’ creative 

freedom should not be restricted. Balikcioglu (2018) found that fashion 

innovativeness and opinion leadership, as well as buying 

impulsiveness, have a direct impact on impulse shopping behavior, 

although the need for uniqueness does not have a direct impact on 

impulse purchase behavior but does correlate to buying impulsiveness 

characteristics. For example, Zabeen et al. (2017) observed that 

Muslim women are becoming more socially involved due to their 

education and careers. As a result, there is a high need for apparel that 

provides both modesty and attractiveness. From the result of the study, 

young Muslim women are heavily impacted by opinion leaders who 

have embraced Muslim clothing and made their mark on society. 

Zak and Hasprova (2020) found that the originality of the 

influencer is significant for the consumer to follow an influencer. It will 

be beneficial for the business company to draw potential clients or 

customers to their side with the assistance of an influencer who is 

educated in the relevant area while also adding fresh material to retain 

the naturalness and authenticity of the interaction between the 

influencer and its audience. Opinion leaders understand their followers’ 

demands; hence, companies will cooperate with the opinion leaders to 

develop original and creative content that accords with the demands of 

their followers (Fakhreddin & Foroudi, 2021). However, Kwon and 

Song (2015) found that adolescent purchasing decisions are specific 

and likely influenced by others. As a result, the original message from 

the mass media can be distorted before it reaches them. According to 

Casalo et al. (2020), the originality of the content posted to consumers’ 

Instagram accounts can directly affect their perception when the author 
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is an opinion leader. There are few studies done on the originality of 

opinion leaders that will influence consumer buying behavior however 

their focus of the study is inadequate and the level of creativity of 

opinion leaders can affect millennials. Therefore, the originality of 

opinion leaders that will influence millennials’ consumer buying 

behavior needs to be further investigated. 

H3: Originality of opinion leaders has a positive impact on consumer 

buying behavior among millennials in Klang Valley. 

3.0 Research Methods 

3.1 Location and Sampling Procedure 

The research is designed to determine the influence of opinion 

leaders on the population consisting of millennials in Klang Valley, 

Malaysia. Klang Valley has an area of roughly 2,832 square kilometers 

and is located in the center of Peninsular Malaysia’s west coast, 

comprising five major areas: the Federal Territory of Kuala Lumpur, 

Gombak, Hulu Langat, Klang, and Petaling. The respondents were 

invited to participate in the research survey by filling out the 

questionnaires with scalable answers that were provided to them. The 

location was selected because different races of millennials and their 

age range between 18 to 35 years old and most of them account for 

half of Malaysia’s working-age population can be found in the 

population in Klang Valley since this study focuses on the reactions of 

millennial consumers to online purchases when influenced by opinion 

leaders. 

The number of expected respondents was 384 respondents 

from the selected sample size of approximately 8.9 million people in 

Klang Valley out of 32.7 million people of Malaysia’s total population 

(Department of Statistics Malaysia Official Portal, 2022) with 95% 

confidence intervals and a 5% margin of error, following the guide from 

Krejcie and Morgan (1970). An invitation to participate was sent to 400 

millennials (after adding 5% for incomplete or missing data as 

suggested by Kotrlik and Higgins, 2001) to answer the questionnaire 

disseminated through Google Forms, and the respondents were 

chosen from a potential social media account. Based on information 

obtained from the internet about some famous social media 

influencers, their followers are shortlisted according to every fifth 

number. In this study, the social media identified as stable in terms of 
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its existence and acceptance as well as having a large influence is 

Instagram. This social media also tends to be followed by many users 

from the millennial group and many advertisements are loaded with 

endorsements from influencers that provide a great possibility for 

purchase behavior to occur. All users (followers of these influencers) 

were contacted through their social media accounts to be given a 

Google form. Some were contacted via email (if obtained/shared by the 

user), based on their respective medium of choice. A simple sampling 

technique was applied to randomly pick from every 5th user to 

predetermine the qualifications of the respondent to answer the 

questionnaire. Then, the questionnaire was distributed for every 

interval of five users. If a respondent is unwilling to participate in the 

survey, the five intervals were still used for the next subsequent 

respondent. This sample selection process was repeated until the 

desired sample was obtained. In the process of sampling, the research 

performed on this sample should have high internal and external 

validity. The sample selected for this study was based on the following 

criteria: 1) the participant must be a millennial from Klang Valley, 2) the 

participant must be aged between 18 and 35 years old, and 3) the 

participant must have experience buying through social media. As a 

result, the study’s response rate is satisfactory and extremely good for 

accomplishing the study’s objectives. 

3.2 Measurement Items 

Most of the variables were assessed using scales that have 

previously been validated in other research, with minor changes to 

guarantee contextual consistency. In this research, the tools of data 

collection that have been used is a survey method that includes 

questionnaires. Since the survey method is used to define certain 

elements of a population statistically; in this category, participants were 

asked to identify opinion leaders using a brief questionnaire or to score 

themselves and their peers using pre-defined variables (Bamakan et 

al., 2019). There were five sections in the questionnaire in section one, 

the questions were asked regarding the participants’ 

sociodemographic data and their frequencies of purchase through 

social media. The second section asked for information about 

respondents’ online buying behavior. Next, the third and fifth sections 

included questions concerning respondents’ perceptions about the 

encouraging influence factors (trust, credibility, and originality) 

associated with opinion leaders that influenced their purchasing 
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behavior. Hence, the questions consisted in the questionnaire 

managed to identify the interaction between how the characteristics of 

opinion leaders influence millennials in Klang Valley on consumer 

buying behavior. In addition, the questionnaire was constructed in 

English to ensure that responders clearly understood the questions and 

to urge responders to offer accurate, honest, and detailed data. 

In this study, multiple-item measuring scales adapted from 

previous research support ensuring the measures' content validity. 

Section one contains demographic items and items about respondents' 

frequency of use of social media which depend on eight items that are 

newly developed by the researcher. Section two, consumer buying 

behavior is the construct and there were five items in scale adapted 

from Gañac (2018). Conceptually, consumer buying behavior refers to 

a consumer’s entire attitude while purchasing a product or service 

based on individual preferences, beliefs, aims, and perceptions (Casas 

& Chinoperekweyi, 2019). Operationally, this construct refers to the 

purchase attitude of the ultimate consumer in selecting, purchasing, 

utilizing, and discarding things and services to fulfill their wants and 

desires. Section three, trust of opinion leaders contains eight items 

adapted from Osman et al. (2010), Santiago et al. (2020), and Mengo 

(2020). As a conceptual definition provided by Jain and Katarya (2018), 

trust in a social network may be characterized as a bidirectional bond 

between two users who communicate, share, and create friends with 

each other. In this study, trust was operationalized as a strong belief in 

someone or something's trustworthiness, truthfulness, or 

effectiveness. Section four, the credibility of opinion leaders was 

measured based on the definition guided by Mohamad, Abdullah, and 

Akanmu (2022) that referred to the amount of audience trust in the 

legitimacy and informational quality of an influencer's message is 

reflected in trustworthiness which was then being operationalized as 

referring to the quality of an individual that causes others to believe or 

trust them. This construct consists of nine items of which eight of them 

were adapted from Žák and Hasprová (2021) and Sokolova and Kefi 

(2020) and the remaining one item was newly developed. Finally, 

section five contains originality of opinion leaders with five items which 

comprised of four items adapted from Žák and Hasprová (2021) and 

one was newly developed. Conceptually, this construct refers to the 

degree to which these behaviors are seen as uncommon, creative, and 

knowledgeable is referred to as their originality (Casalo et al., 2020) 

and operationally, it is defined as a person’s capacity to think and 
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express themself independently and creatively. Table 1 shows the 

measurement items used in this study. A five-point Likert scale 

response format was used in which respondents rated from 1 (“strongly 

disagree”) to 5 (“strongly agree”) on each item from sect ion two until 

section five in the questionnaire. 

Table 1 : Measurement Items Used in This Study 

No. Items Sources 

Consumer Buying Behavior 

1. Before making a final purchasing selection, I 
normally check for several other brands and 
options. 

Gañac (2018) 

2. When I have a clear understanding of the choices, I 
research and compare all options thoroughly. 

Gañac (2018) 

3. I would rather make a fast selection than go 
through the detailed review process. 

Gañac (2018) 

4. When I find a suitable brand or product, I stop 
exploring alternatives and make my selection. 

Gañac (2018) 

5. I frequently purchase things that he/she (opinion 
leader) promotes on his/her social media networks. 

Newly developed 

Trust of Opinion Leaders 

1. I would trust online opinion leaders enough to feel 
comfortable purchasing online. 

Osman, Yin-Fah and 
Hooi-Choo (2010) 

2. I would trust an Internet opinion leader to convey 
personal information about online shopping. 

Osman et al. (2010) 

3. I think that opinion leaders may be trusted. Santiago, Magueta, and 
Dias (2020) 

4. I think that opinion leaders don’t just care about 
their own. 

Santiago et al. (2020) 

5. I think that opinion leaders deliver reliable/accurate 
information. 

Mengo (2020) 

6. I would trust opinion leaders if they are popular. Mengo (2020) 

7. I would trust opinion leaders if they are not biased. Mengo (2020) 

8. I would trust opinion leaders if they were 
accessible. 

Mengo (2020) 

Credibility of Opinion Leaders 

1. I believe that the advertisements posted by opinion 
leaders have an impact on me. 

Žák and Hasprová (2021) 

2. I think that advertising through opinion leaders is 
more credible than traditional types of advertising 
(TV, radio, print advertising) 
 

Žák and Hasprová (2021) 
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No. Items Sources 

3. I believe that opinion leaders with a higher number 
of followers are more trustworthy. 

Žák and Hasprová (2021) 

4. In my opinion, an opinion leader's credibility is 
determined by his or her understanding of the field 
in which they work. 

Žák and Hasprová (2021) 

5. It distracts me when an opinion leader fails to use 
the right hashtag to identify paid promotion of a 
product or service, such as #cooperation. 

Žák and Hasprová (2021) 

6. I trust the review or suggestion of opinion leaders 
less when I realize it's a sponsored cooperation. 

Žák and Hasprová (2021) 

7. I consider the opinion leader to be an expert in his 
or her field. 

Sokolova and Kefi (2020) 

8. I find the opinion leader is trustworthy. Sokolova and Kefi (2020) 

9. I think his/her (opinion leader) content is constantly 
updated. 

Sokolova and Kefi (2020) 

Originality of Opinion Leaders 

1. I think he/she (opinion leader) contributes newer 
material compared to others. 

Žák and Hasprová (2021) 

2. I admire some of his/her (opinion leader) own 
features (talent, physical condition, beauty) that are 
different from others. 

Žák and Hasprová (2021) 

3. I like the content and topic of the postings he/she 
(opinion leader) adds that are different from others. 

Žák and Hasprová (2021) 

4. I like he/she (opinion leader) adds beautiful photos 
or videos based on his/her (opinion leader) own 
creativity. 

Žák and Hasprová (2021) 

5. I like the creativity of presenting his/her (opinion 
leader) content compared to others. 

Newly developed 

 

3.3 Data Analysis and Results 

The data were analyzed using SPSS 26.0, which was 

responsible for descriptive data analysis, while Pearson correlation and 

multiple regression were used to test the three hypotheses and to 

examine the contribution of the main predictors' understudy, 

respectively. To test for construct validity, the results of exploratory 

factor analysis found that the data were appropriate to be examined 

indicated by the significant result of Bartlett’s test of sphericity 

(p=0.000) and the Kaiser-Meyer-Olkin (KMO) measure of sampling 

adequacy was above 0.5 (KMO = 0.956). In addition, the total variance 

explained (60.556) was considered high for all the constructs extracted, 

and the items were found to belong to their constructs by referring to 
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the rotated component matrix. Therefore, these measurements were 

judged to have good construct validity considering the exploratory 

nature of the study. For the reliability test, Cronbach’s alpha value of 

trust of opinion leaders had the highest value of 0.950 among all the 

variables. The second highest Cronbach’s alpha value of 0.905 is the 

originality of opinion leaders. These two variables have an excellent 

level of reliability and indicate that they were reliable. Further, the 

credibility of opinion leaders shows a level of good reliability, and 

consumer buying behavior has a moderate reliability level. Both 

variables stated Cronbach’s alpha values of 0.891 and 0.578 

respectively. 

4.0 Findings and Discussion 

Descriptive analysis was performed to identify respondents’ 

background while inferential analyses, i.e., Pearson correlation 

coefficient and multiple linear regression were conducted to determine 

the relationships between independent variables (opinion leaders’ 

trust, credibility, and originality) and dependent variable (consumer 

buying behavior) among millennials in Klang Valley. When using 

multiple linear regression analysis, the most influential predictors 

among the three predictors, which are trust, credibility, and originality 

of opinion leaders can be determined.  

4.1 The Respondents’ Background 

The sample structure shown in Table 2 is based on 398 

respondent’s useable questionnaire responses. The sample consisted 

of more women (59.3%) than men (40.7%), with the age range 

between 18 and 22 years old having the highest frequency which 

comprises 49.5% of respondents while the age group between 33 and 

35 years old is the lowest frequency which only consisted of 20 or 5% 

of the millennials. On the other hand, about one-third (32.7%) of them 

indicated their age was between 23 and 27 years old and 12.8% of 

them expressed their age was between 28 and 32. Further, there were 

almost half (42.7%) of the millennials identified their ethnic status as 

Chinese, 36.4% acknowledged their ethnicity as Malay, 16.3% as 

Indian, and 4.5% of respondents from other ethnic involved in this 

research. In terms of occupation, more than half (61.6%) of the 

millennials in Klang Valley were full-time students and there was only 

1% of the respondents was part-time employee. In addition, there were 

https://www.majcafe.com/


Malaysian Journal of Consumer and Family Economics (MAJCAFE) Vol 32 (2024) 
https://www.majcafe.com : eISSN : 2948-4189 

 

Copyright © 2018 Malaysian Consumer and Family 
Economics Association (MACFEA).  

This is an open access article under the CC BY-SA 
https://creativecommons.org/licenses/by-sa/4.0/ 

45 

 

23.6%, 9.5%, and 4.3% of the respondents were full-time workers, 

students with part-time jobs, and unemployed workers respectively. 

Since more than half of the respondents fell into full-time students, 

there were more than two-thirds (68.6%) of the respondents of their a 

monthly income below RM1000 and almost half (41%) of the 

respondents had a monthly income of more than RM4000 because 

they were employed with stable monthly income. Looking at the 

patterns of purchasing through social media, 61.3% of the respondents 

have experienced sometimes purchasing through social media and 

6.8% of respondents revealed that they have daily experience in 

purchasing online. Based on the findings, many people have made 

purchases online, but they do not purchase online on social media very 

frequently.  

Table 2 : Background of Respondents (N=398) 

Variables Frequency (n) Percentage (%) 

Gender   

     Male 162 40.7 

     Female 236 59.3 

Age (years old)   

     18 - 22 197 49.5 

     23 - 27 130 32.7 

     28 - 32 51 12.8 

     33 - 35 20 5.0 

Ethnicity   

     Malay 145 36.4 

     Chinese 170 42.7 

     Indian 65 16.3 

     Other 18 4.5 

Occupation   

     Employed with a full-time Job 94 23.6 

     Part-time Employee 4 1.0 

     A student with a part-time Job 38 9.5 

     Full-time Student 245 61.6 

     Unemployed 17 4.3 

Monthly Income   

     Below RM1000 273 68.6 

     RM1000 – RM1999 17 4.3 

     RM2000 – RM2999 34 8.5 

     RM3000 – RM3999 33 8.3 
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Variables Frequency (n) Percentage (%) 

     RM4000 above 41 10.3 

How frequently do you purchase through 
social media? 

  

     Daily 27 6.8 

     Weekly 31 7.8 

     Monthly 96 24.1 

     Sometimes 244 61.3 

 

4.2 Relationship Between Consumer Buying Behavior and The 

Influence of Opinion Leaders Among Millennials in Klang Valley 

In this study, the Pearson correlation test was utilized to 

examine the relationship between independent variables (trust, 

credibility, and originality) and consumer buying behavior as presented 

in Table 3. 

Table 3 : Results of Pearson Correlation Analysis 

Hypotheses   Result Decision 

H1: Trust of opinion leaders has a positive impact 
on consumer buying behavior among millennials 
in Klang Valley 

r=0.545 
p=0.000 

H1 is supported 

H2: Credibility of opinion leaders has a positive 
impact on consumer buying behavior among 
millennials in Klang Valley. 

r=0.518 
p=0.000 

H2 is supported 

H3: The originality of opinion leaders has a 
positive impact on consumer buying behavior 
among millennials in Klang Valley. 

r=0.398 
p=0.000 

H3 is supported 

The study found that all the relationships were found to be 

significant with positive (r = 0.545, p ≤ 0.01 for trust; r = 0.518, p ≤ 0.01 

for credibility, and r = 0.343, p ≤ 0.01 for the originality of opinion 

leaders). However, the strength of the relationship involving the 

originality of opinion leaders was considered moderate since the r-

value was between 0.3 to 0.5. The positive direction in all the 

relationships implied that the higher the level of trust, credibility, and 

originality of opinion leaders, the higher the consumer buying behavior. 

The current finding regarding the significant correlation between 

trust and consumer buying behavior was consistent with previous 

research findings which indicated that people desire to learn from each 

other and share their expertise and knowledge in an online community 

where they have social trust (Liu et al., 2019). As for the significant 
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correlation involving opinion leader’s credibility and originality, the 

current result was similar to past research in which Maldynova (2021) 

suggested that the more loyalty, the more probable it is that consumers 

will pick what the leader suggested to them to choose among numerous 

alternative products and services and strengthened the study of 

Balikcioglu (2018) indicates that fashion innovativeness and opinion 

leadership, as well as buying impulsiveness, have a direct impact on 

impulse shopping behavior, respectively. 

4.3 The Most Influential Social Factors of Opinion Leaders Affecting 

Buying Behavior 

Multiple linear regression analysis was then performed to 

examine the most influential social factors (trust, credibility, and 

originality) of opinion leaders on consumers in buying behavior. All 

items for each construct were computed as scores and included in the 

multiple regression analysis using the enter method and the output was 

illustrated in Table 4. 

Table 4 : Summary of Multiple Linear Regression for the Influence of Social 
Factors of Opinion Leaders on the Consumer in Buying Behavior 

Variables Standardized Coefficient 
Beta (β) 

Beta 
(t) 

p-value 

(Constant)  15.204 0.000 

Trust of opinion leaders 0.368 4.985 0.000* 

Credibility of opinion leaders 0.222 2.715 0.007* 

Originality of opinion leaders  -0.009 -0.140 0.889 

F = 59.544; p < 0.001; R2 = 0.312; ΔR2 = 0.307 
* p < 0.05 

All variables were included in the standard multiple regression 

analysis about the relationship between the social factors of opinion 

leaders and consumer buying behavior scores among millennials. The 

multiple regression model yielded an F-ratio of 59.54 (p = 0.000) that 

was statistically significant, and a correlation is significant below the 

0.001 level. This indicated that a statistically significant linear 

relationship was found to exist between the influence of social factors 

(trust, credibility, and originality) and consumer buying behavior. In 

contrast, the entire model was scored favorably due to its significance 

and fitness. In addition, the finding also revealed that the proportional 

contribution of the independent variables (trust, credibility, and 
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originality) to the dependent variable (consumer buying behavior) was 

low (0.312). Meanwhile, the adjusted R-square (ΔR2) value, which 

indicates how much of the total variation in the dependent variable is 

explained by the independent variables, was 0.307. Therefore, 30.7 

percent of the variation in consumer buying behavior can be explained 

as an influence by social factors of opinion leaders.  

The (absolute) value of the Standardized Coefficients Beta (β), 

the greater the influence in a predictor model. Based on that, the trust 

of opinion leaders is the most significant predictor of consumer buying 

behavior. Only two variables which were the trust of opinion leaders (β 

= 0.368, p = 0.000) and the credibility of opinion leaders (β = 0.222, p 

= 0.007) influence consumer buying behavior. Furthermore, the highest 

regression coefficient (β = 0.368) was shown as the most dominant 

influencing factor which is the trust of opinion leaders has the greatest 

influence on millennials’ buying behavior followed by the credibility of 

opinion leaders (β = 0.222). On the contrary, the originality of opinion 

leaders (β = -0.009, p = 0.889) illustrated that the originality of opinion 

leaders has very little effect on the millennials buying behavior in Klang 

Valley. When compared to the Pearson correlation results, trust in 

opinion leaders had the strongest relationship with consumer 

purchasing behavior among millennials in Klang Valley, accompanied 

by the credibility and originality of opinion leaders. In this case, it can 

be justified that the greater originality of opinion leaders will lead to a 

0.009 decrease in the intention of the millennials’ buying behavior. 

Thus, the originality of opinion leaders had no significant contribution 

to millennials’ buying behavior. In addition, looking at the previous 

result from the Pearson correlation analysis, originality of opinion 

leaders had the lowest r-value (r=0.398) among all three factors. It 

means that the strong correlation between these two variables is not 

strong compared to the other two factors, so when it compares to the 

other two factors and the dependent variable (buying behavior) in 

multiple linear regression, it shows that the originality of opinion leaders 

does not effectively influence millennials to purchase the product.  

5.0 Discussion 

5.1 Key Findings 

The data were analyzed, and all of the independent variables 

(trust, credibility, and originality) have positive and significant impacts 

on millennials' purchasing behavior. Taking this into account, the 
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current study has found that all hypotheses (H1, H2, and H3) were 

supported and consistent with Liu et al. (2019), Maldynova (2021), and 

Balikcioglu (2018) which also found that social trust, loyalty on opinion 

leaders and innovativeness of opinion leaders can influence consumer 

buying behavior from previous research. 

Additionally, multiple linear regression analysis was performed 

to examine the contribution of the predictors as well as to determine 

the most influential social media factors on consumer buying behavior 

among millennials in Klang Valley. Trust in opinion leaders was found 

to be the most dominant influencing factor on millennials’ buying 

behavior followed by credibility. However, the originality of opinion 

leaders was found to have no significant contribution to millennials’ 

buying behavior. Several previous studies suggested by Zhao et al. 

(2018) and Oueslati et al. (2020), discussed that the trust of opinion 

leaders is the most significant factor that directly influences consumer 

buying behavior.  

5.2 Implications 

The findings of this study have contributed to the understanding 

of the influence of opinion leaders on consumer buying behavior. As a 

contribution to the body of knowledge, this study provided an 

exploratory examination of the relationship between trust, credibility, 

and originality of opinion leaders and consumer buying behavior. It was 

revealed that there was a strong positive significant relationship 

between trust, credibility, and originality of opinion leaders and 

consumer buying behavior among millennials in Klang Valley. In 

addition, consumer buying behavior among millennials in Klang Valley 

was most reliant on the trust of opinion leaders compared to the other 

influencing factors. Thus, it is understandable that the trust, credibility, 

and originality of opinion leaders can influence the buying behavior of 

millennials. The most influencing social factor that strongly affects 

consumer buying behavior is the trust of opinion leaders. The fact that 

millennials may regard their opinions as more trustworthy than 

information obtained from traditional advertising. As a result, 

millennials are more likely to buy based on the recommendations of 

trusted opinion leaders. However, it was discovered that the originality 

of opinion leaders has a negative intention toward consumer 

purchasing behavior. Henceforth, opinion leaders' originality is one of 

the influencing factors, but it has no impact on millennial purchasing 

behavior. 
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The findings also concur with and provide managerial 

implications for all who are consumers and marketers. Marketers will 

have a better understanding of millennials’ attitudes toward consumer 

purchasing behavior, as well as the factors influencing their purchasing 

behavior. Understanding buyers can help marketers connect with 

customers and influence their behavior to avoid wasted advertising 

expenses in today’s competitive global market. Marketers must study 

various types of customer behavior such as complex buying behavior, 

dissonance-reducing buying behavior, habitual buying behavior, and 

variety-seeking buying behavior, as well as how consumers make 

purchasing decisions to increase their sales. From the result, it can be 

concluded that opinion leaders’ trust, credibility, and originality have a 

significant impact on consumer purchasing behavior. Furthermore, the 

findings of this study show that trust in opinion leaders is the most 

influential social factor in consumer buying behavior. Taking this into 

account, marketers can gain consumer trust and understand the 

behavior of potential customers through a stronger engagement with 

influencers that will benefit them. Meanwhile, they can be aware that 

customers are more likely to base their buying decisions on the trust, 

credibility, and originality of an opinion leader. Hence, businesses can 

design a product that is customized to meet the specific requirements 

of their customers.  

In the growth of the advancement of information and technology, 

opinion leaders have always influenced consumers’ buying decisions, 

especially millennials. This is primarily because, despite the common 

use of such a communication strategy by companies in recent years to 

better influence target customers, opinion leaders become in high 

demand among brand managers and businesses. Influencer marketing 

is the appropriate method and tool for assisting the company in not only 

attracting new customers and increasing sales but also in building a 

good reputation for the company or brand (Žák & Hasprová, 2021). 

From the consumer’s perspective, the findings indicated that 

consumers should be aware that informative labeling and delivery by 

opinion leaders have become important trends in this modern 

information technology society. Further, consumers were able to place 

a greater emphasis on obtaining certifications for the quality of products 

produced (Pärson & Vancic, 2020). The study established that the most 

dominant characteristic of opinion leaders is trust which has an impact 

on millennials' buying behavior. This is supported by the research of 

Liu et al. (2019) and Zhao et al. (2018), which show that opinion 
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followers’ trust in opinion leaders has an impact on their behavior. 

Consumers are more willing to pay for the product and service 

depending on word of mouth and product reviews from their trusted 

influencer marketing. Hereby, consumers can consider the products 

that are preferred by trusted opinion leaders.  

The fact that millennials may regard their opinions as more 

trustworthy than information obtained from traditional advertising. As a 

result, millennials are more likely to buy based on the 

recommendations of trusted opinion leaders. However, it was 

discovered that the originality of opinion leaders has a negative 

intention toward consumer purchasing behavior. Henceforth, opinion 

leaders’ originality is one of the influencing factors, but it has no impact 

on millennial buying behavior. 

5.3 Limitations and Future Directions 

This study has several limitations, despite its strengths that 

should be highlighted. First, this study was only conducted in the Klang 

Valley areas of Malaysia. Different environments, specifically working 

environments, played an important role in influencing respondent 

behavior. If the research area could be conducted in various locations, 

it could come up with other results. When compared to this sample, 

working people may behave differently. Dörtyol et al. (2018); Eze and 

Bello (2016), as well as Premapriya et al. (2016), stated that cultural, 

social, psychological, and personal aspects such as age, quality, and 

income of consumer affect consumer buying behavior. This is because 

consumer preferences change at various stages of life. Another fact is 

that consumers make decisions based on their net income after taxes 

(Qazzafi, 2020). As a result, it could not represent people in cities or 

remote areas where the quality of life and approaches differ. Future 

researchers may extend the scope of the study to demonstrate it in 

different environments and geographical locations. 

Secondly, this research has only examined three factors that 

influence online purchasing behavior. As the study could only explain 

a small portion of the changed buying behavior, more influencing 

variables other than those affiliated with opinion leaders (trust, 

credibility, and originality) would aid in explaining a larger portion of the 

changed buying behavior. The findings of this study illustrated that only 

30.7% of the variation in consumer buying behavior can be explained 

as an influence by social factors of opinion leaders. Future researchers 

are suggested to determine other factors that influence consumer 
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purchasing behavior besides the trust of opinion leaders, the credibility 

of opinion leaders, and the originality of opinion leaders. For example, 

characteristics of opinion leaders such as interactivity, authority, and 

activity of opinion leaders are encouraged to have a further 

examination. Besides, Liu et al. (2019) suggested that changes in 

opinion leaders’ individual-level explicit characteristics can be 

investigated further. Therefore, it can help them to understand other 

factors that may influence online purchase behavior.  

Acknowledgment 

An appreciation to the Fundamental Research Grants Scheme 

(FRGS/1/2020/SS0/UPM/02/11 VOT: 5540364) from the Ministry of 

Higher Education. The title of the study is “Profil Pengguna B40 Ditipu 

dalam Pembelian Produk Atas Talian”. 

References 

Balikcioglu, B. (2018). The influence of the need for uniqueness fashion 
innovativeness and opinion leadership on buying impulsiveness 

and impulse purchase behavior. In in Yilmaz, R., Icbay, M.A. and 
Arsland, H. (Eds.), Research and development on social 
sciences (pp. 141-148). International Association of Social 

Science Research, Bialystok. 
Bamakan, S. M., Nurgaliev, I., & Qu, Q. (2019). Opinion leader 

detection: A methodological review. Expert Systems with 

Applications, 115, 200-
222. https://doi.org/10.1016/j.eswa.2018.07.069 

Casalo, L. V., Flavian, C., & Ibanez-Sanchez, S. (2020). Influencers on 

Instagram: Antecedents and consequences of opinion 
leadership. Journal of Business Research, 117. 510-519. 
https://doi.org/10.1016/j.jbusres.2018.07.005 

Casas, M. C., & Chinoperekweyi, C. (2019). Color psychology and its 
influence on consumer buying behavior: A case of apparel 
products. Saudi Journal of Business and Management Studies, 

4(5), 441-456. https://doi.org/10.21276/sjbms.2019.4.5.8 
Chan, K., & Fan, F. (2020). Perception of advertisements with celebrity 

endorsement among mature consumers. Journal of Marketing 

Communications, 28, 1-17. 

https://www.majcafe.com/
https://doi.org/10.1016/j.eswa.2018.07.069


Malaysian Journal of Consumer and Family Economics (MAJCAFE) Vol 32 (2024) 
https://www.majcafe.com : eISSN : 2948-4189 

 

Copyright © 2018 Malaysian Consumer and Family 
Economics Association (MACFEA).  

This is an open access article under the CC BY-SA 
https://creativecommons.org/licenses/by-sa/4.0/ 

53 

 

Chen, C., & You, Z. (2019). Community detection with opinion leaders’ 
identification for promoting collaborative problem-based 

learning performance. British Journal of Educational 
Technology, 50 (4), 1846-1864. 10.1111/bjet.12673 

Cui, L., Jiang, H., Deng, H., & Zhang, T. (2019). The influence of the 

diffusion of food safety information through social media on 
consumers’ purchase intentions: An empirical study in China. 
Data Technologies and Applications, 53(2), 230-248. 

https://doi.org/10.1108/DTA-05-2018-0046  
Department of Statistics Malaysia Official Portal. (2022). Current 

Population Estimates, Malaysia, 2022.  
https://www.dosm.gov.my/site/downloadrelease?id=current-
population-estimates-malaysia-2022.pdf 

Diehl, T., & Lee, S. (2022). Testing the cognitive involvement 

hypothesis on social media: ‘News finds me’ perceptions, 
partisanship, and fake news credibility. Computers in Human 
Behavior, 128. https://doi.org/10.1016/j.chb.2021.107121. 

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online 
celebrities’ Instagram profiles in influencing the purchase 
decisions of young female users. Computers in Human 

Behavior, 68, 1-7. https://doi.org/10.1016/j.chb.2016.11.009.  
Dörtyol, I. T., Coşkun, A., & Kitapci, O. (2018). A review of factors 

affecting Turkish consumer behavior. In Marketing management 

in Turkey: Marketing in emerging markets (pp. 105-139). 
Emerald Publishing Limited. https://doi.org/10.1108/978-1-
78714-557-320181010  

Eze, S. C., & Bello, A. O. (2016). Factors influencing consumers' 
buying behavior within the clothing industry. British Journal of 
Marketing Studies, 7(4), 63-

81. https://doi.org/10.37745/bjms.vol4.no7.p63-81.2016 
Fakhreddin, F., & Foroudi, P. (2021). Instagram influencers: The role 

of opinion leadership in consumers’ purchase behavior. Journal 

of Promotion Management, 28(6), 1-31. 
10.1080/10496491.2021.2015515. 

Gañac, C. G. (2018). Investigating consumer optimum stimulation level 

and exploratory online buying behavior. DLSU Business and 
Economics Review, 28(1), 67-85. 

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, 

R., & Singh, R. (2016). Social media marketing efforts of luxury 
brands: Influence on brand equity and consumer behavior. 
Journal of Business Research, 69(12), 5833-5841. 

https://doi.org/https://doi.org/10.1016/j.jbusres.2016.04.181 

https://www.majcafe.com/
https://doi.org/10.1108/DTA-05-2018-0046
https://doi.org/10.1016/j.chb.2016.11.009
https://doi.org/10.1108/978-1-78714-557-320181010
https://doi.org/10.1108/978-1-78714-557-320181010
https://doi.org/10.37745/bjms.vol4.no7.p63-81.2016


Malaysian Journal of Consumer and Family Economics (MAJCAFE) Vol 32 (2024) 
https://www.majcafe.com : eISSN : 2948-4189 

 

Copyright © 2018 Malaysian Consumer and Family 
Economics Association (MACFEA).  

This is an open access article under the CC BY-SA 
https://creativecommons.org/licenses/by-sa/4.0/ 

54 

 

Haron, H., Johar, E. H., & Ramli, Z. F. (2016) Online opinion leaders 
and their influence on purchase intentions. 2016 IEEE 

Conference on e-Learning, e-Management, and e-Services 
(IC3e), 162-165. 10.1109/IC3e.2016.8009059.  

Hosseini Bamakan, S. M., Nurgaliev, I., & Qu, Q. (2018). Opinion 

leader detection: A methodological review. Expert Systems with 
Applications, 115, 200-222. 10.1016/j.eswa.2018.07.069 

Iyengar, R., Van den Bulte, C., & Valente, T. W. (2011). Opinion 

leadership and social contagion in new product 
diffusion. Marketing Science, 30(2), 195-
212. https://doi.org/10.1287/mksc.1100.0566 

Jain, L., & Katarya, R. (2018). A systematic survey of opinion leaders 
in online social networks. International Conference on Soft-
computing and Network Security 

(ICSNS). https://doi.org/10.1109/icsns.2018.8573639 
Jalli, N.B. (2016). The effectiveness of social media in assisting opinion 

leaders to disseminate political ideologies in developing 

countries: The case of Malaysia. Malaysian Journal of 
Communication, 32(1), 233-260. 

Jansson, J., Nordlund, A., & Westin, K. (2017). Examining drivers of 

sustainable consumption: The influence of norms and opinion 
leadership on electric vehicle adoption in Sweden. Journal of 
Cleaner Production, 154, 176-

187. https://doi.org/10.1016/j.jclepro.2017.03.186 
Jiang, J., & Wang, L. (2021). A study of the influence of different 

opinion leaders on the evolution of followers’ views in social e-

commerce networks. International Symposium on Distributed 
Computing and Applications for Business Engineering and 
Science 

(DCABES). https://doi.org/10.1109/dcabes52998.2021.00019 
Jin, S. V., & Ryu, E. (2019). Celebrity fashion brand endorsement in 

Facebook viral marketing and social commerce: Interactive 

effects of social identification, materialism, fashion involvement, 
and opinion leadership.  Journal of Fashion Marketing and 
Management, 23(1), 104-123. https://doi.org/10.1108/JFMM-

01-2018-0001  
Kavanaugh, A., Zin, T. T., Carroll, J. M., Schmitz, J., Pérez-

Quiñones, M., & Isenhour, P. (2006). When opinion leaders’ 

blog: New forms of citizen interaction. Proceedings of the 2006 
National Conference on Digital Government 
Research. https://doi.org/10.1145/1146598.1146628 

https://www.majcafe.com/
https://doi.org/10.1287/mksc.1100.0566
https://doi.org/10.1109/icsns.2018.8573639
https://doi.org/10.1016/j.jclepro.2017.03.186
https://doi.org/10.1109/dcabes52998.2021.00019
https://doi.org/10.1108/JFMM-01-2018-0001
https://doi.org/10.1108/JFMM-01-2018-0001
https://doi.org/10.1145/1146598.1146628


Malaysian Journal of Consumer and Family Economics (MAJCAFE) Vol 32 (2024) 
https://www.majcafe.com : eISSN : 2948-4189 

 

Copyright © 2018 Malaysian Consumer and Family 
Economics Association (MACFEA).  

This is an open access article under the CC BY-SA 
https://creativecommons.org/licenses/by-sa/4.0/ 

55 

 

Kim, H. N. (2008). The phenomenon of blogs and theoretical model of 
blog use in educational contexts. Computers and 

Education, 51(3), 1342-
1352. https://doi.org/10.1016/j.compedu.2007.12.005 

Kotrlik, J. W., & Higgins, C. C. (2001). Organizational research: 

Determining the appropriate sample size in survey research. 
Information Technology, Learning, and Performance Journal, 
19(1), 43. https://www.opalco.com/wp-

content/uploads/2014/10/Reading-Sample-Size1.pdf 
Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for 

research activities. Educational and Psychological 

Measurement. http://www.kenpro.org/sample-size-
determination-using-krejcie-and-morgan-table/  

Kwon, Y. S., & Song, H. R. (2015). The role of opinion leaders in 

influencing consumer behaviors with a focus on market mavens: 
A meta-analysis. Athens Journal of Mass Media and 
Communications, 1(1), 43-54. 

https://doi.org/10.30958/ajmmc.1-1-3  
Lazarsfeld, P., Berelson, B., & Gaudet, H. (1948). The people’s choice: 

How the voter makes up his mind in a presidential campaign. 

Columbia University Press. 
Levesque, N., & Pons, F. (2020). The human brand: A systematic 

literature review and research agenda. Journal of Customer 

Behavior, 19, 143-174. 10.1362/147539220X15929906305242. 
Lin, H. C., Bruning, P. F., & Swarna, H. (2018). Using online opinion 

leaders to promote the hedonic and utilitarian value of products 

and services. Business Horizons, 61(3), 431-442. 
https://doi.org/10.1016/j.bushor.2018.01.010  

Liu, J., Zhang, Z., Qi, J., Wu, H., & Chen, M. (2019). Understanding the 

impact of opinion leaders’ characteristics on online group 
knowledge-sharing engagement from in-group and out-group 
perspectives: Evidence from a Chinese Online Knowledge-

Sharing Community. Sustainability, 11(16), 1-28. 
https://doi.org/10.3390/su11164461  

Locock, L., Dopson, S., Chambers, D., & Gabbay, J. (2001). 

Understanding the role of opinion leaders in improving clinical 
effectiveness. Social Science and Medicine, 53(6), 745-
757. https://doi.org/10.1016/s0277-9536(00)00387-7 

Maldynova, A. (2021). Features of influence of opinion leaders on 
consumers. Eurasian Journal of Economic and Business 
Studies, 1(59). https://doi.org/10.47703/ejebs.v1i59.43 

https://www.majcafe.com/
https://doi.org/10.1016/j.compedu.2007.12.005
http://www.kenpro.org/sample-size-determination-using-krejcie-and-morgan-table/
http://www.kenpro.org/sample-size-determination-using-krejcie-and-morgan-table/
https://doi.org/10.30958/ajmmc.1-1-3
https://doi.org/10.1016/j.bushor.2018.01.010
https://doi.org/10.3390/su11164461
https://doi.org/10.1016/s0277-9536(00)00387-7
https://doi.org/10.47703/ejebs.v1i59.43


Malaysian Journal of Consumer and Family Economics (MAJCAFE) Vol 32 (2024) 
https://www.majcafe.com : eISSN : 2948-4189 

 

Copyright © 2018 Malaysian Consumer and Family 
Economics Association (MACFEA).  

This is an open access article under the CC BY-SA 
https://creativecommons.org/licenses/by-sa/4.0/ 

56 

 

Martensen, A., Brockenhuus-Schack, S., & Zahid, A. L. (2018). How 
citizen influencers persuade their followers. Journal of Fashion 

Marketing and Management: An International Journal, 22(3), 
335-353. https://doi.org/10.1108/jfmm-09-2017-0095 

Matute, J., Polo-Redondo, Y., & Utrillas, A. (2016). The influence of 

EWOM characteristics on online repurchase intention: 
Mediating roles of trust and perceived usefulness. Online 
Information Review, 40(7), 1090-1110. 

Mengo, N. (2020). Opinion leadership in online travel communities and 
the purchase of hotel products and services in Kenya (Doctoral 
dissertation, Kenyatta University). https://ir-library.ku.ac.ke 

Metzger, M.J. & Flanagin, A.J. (2013). Credibility and trust of 
information in online environments: The use of cognitive 
heuristics. Journal of Pragmatics, 59, 210-220. 

10.1016/j.pragma.2013.07.012 
Mohamad, B., Abdullah, S. N., Akanmu, M. D., & Raji, R. A. (2022). To 

what extent are the credibility and attractiveness of social media 

influencers important in developing positive brand image and 
customer attitude? In Mixed Methods Perspectives on 
Communication and Social Media Research (pp. 180-201). 

Routledge.  
Mohammadi, N., Wang, Q., & Taylor, J. E. (2016). Diffusion dynamics 

of energy saving practices in large heterogeneous online 

networks. PLoS ONE, 11(10), 
e0164476. https://doi.org/10.1371/journal.pone.0164476 

Ognyanova, K. (2017). Multistep flow of communication: Network 

effects. The International Encyclopedia of Media Effects, 1-
10. https://doi.org/10.1002/9781118783764.wbieme0056 

Osman, S., Yin-Fah, B. C., & Hooi-Choo, B. (2010). Undergraduates 

and online purchasing behavior. Asian Social Science, 6(10), 
133–146. https://doi.org/10.5539/ass.v6n10p133  

Oueslati, W., Arrami, S., Dhouioui, Z., & Massaabi, M. (2021). Opinion 

leaders’ detection in dynamic social networks. Concurrency and 
Computation: Practice and 
Experience, 33(1). https://doi.org/10.1002/cpe.5692 

Pang, N., & Ng, J. (2017). Misinformation in a riot: A two-step flow 
view. Online Information Review, 41(4), 438-
453. https://doi.org/10.1108/oir-09-2015-0297 

Park, C. S., & Kaye, B. K. (2017). The tweet goes on: Interconnection 
of Twitter opinion leadership, network size, and civic 
engagement. Computers in Human Behavior, 69, 174-180. 

https://doi.org/10.1016/j.chb.2016.12.021  

https://www.majcafe.com/
https://doi.org/10.1108/jfmm-09-2017-0095
https://doi.org/10.1371/journal.pone.0164476
https://doi.org/10.1002/9781118783764.wbieme0056
https://doi.org/10.5539/ass.v6n10p133
https://doi.org/10.1002/cpe.5692
https://doi.org/10.1108/oir-09-2015-0297
https://doi.org/10.1016/j.chb.2016.12.021


Malaysian Journal of Consumer and Family Economics (MAJCAFE) Vol 32 (2024) 
https://www.majcafe.com : eISSN : 2948-4189 

 

Copyright © 2018 Malaysian Consumer and Family 
Economics Association (MACFEA).  

This is an open access article under the CC BY-SA 
https://creativecommons.org/licenses/by-sa/4.0/ 

57 

 

Pärson, G., & Vancic, A. (2020). Changed buying behavior in the 
COVID-19 pandemic: The influence of price sensitivity and 

perceived quality. Kristianstad University Sweden. 
https://www.diva-
portal.org/smash/get/diva2:1453326/FULLTEXT01.pdf 

Pilgrim, K., & Bohnet-Joschko, S. (2019). Selling health and happiness 
how influencers communicate on Instagram about dieting and 
exercise: Mixed methods research. BioMed Central Public 

Health, 19, 1054. https://doi.org/10.1186/s12889-019-7387-8  
Powell, A. (2022). Two-step flow and protesters: Understanding what 

influenced participation in a George Floyd 

protest. Communication Quarterly, 1-
22. https://doi.org/10.1080/01463373.2022.2077122 

Premapriya, M. S., Velaudham, C., & Baskar, P. (2016). Nature of 

family influenced by consumer buying behavior: Multiple group 
analysis approach. Asian Journal of Research in Social 
Sciences and Humanities, 6(9), 908-915. 

Qazzafi, S. (2020). Factor affecting consumer buying behavior: A 
conceptual study. International Journal for Scientific Research 
and Development, 8(2), 1205-1208. 

Rachma, F., Inggit S. M. S., Munawaroh & Rudiyanto Munawaroh, & 
Rudiyanto (2022). Mega-influencers as online opinion leaders: 
Establishing cosmetic brand engagement on social 

media. Journal of Promotion Management, 29(3), 359-382. 
https://doi.org/10.1080/10496491.2022.2143992 

Santiago, J. K., Magueta, D., & Dias, C. (2020). Consumer attitudes 

towards fashion influencers on Instagram: Impact of perceptions 
and online trust on purchase intention. Issues In Information 
Systems, 21(1), 105-

117. https://doi.org/10.48009/1_iis_2020_105-117 
Savolainen, R. (2021). Expert power as a constituent of opinion 

leadership: A conceptual analysis. The University of Boras, 

26(2).  https://doi.org/10.47989/irpaper898 
Shi, J., & Salmon, C. T. (2018). Identifying opinion leaders to promote 

organ donation on social media: Network study. Journal of 

Medical Internet Research, 20(1), 
e7. https://doi.org/10.2196/jmir.7643 

Soffer, O. (2019). Algorithmic personalization and the two-step flow of 

communication. Communication Theory, 31(3), 297-
315. https://doi.org/10.1093/ct/qtz008 

https://www.majcafe.com/
https://doi.org/10.1186/s12889-019-7387-8
https://doi.org/10.1080/01463373.2022.2077122
https://www.tandfonline.com/author/Fitriati%2C+Rachma
https://www.tandfonline.com/author/Madu+Siwi%2C+Inggit+Sekar
https://www.tandfonline.com/author/Munawaroh
https://www.tandfonline.com/author/Rudiyanto
https://doi.org/10.48009/1_iis_2020_105-117
https://doi.org/10.2196/jmir.7643
https://doi.org/10.1093/ct/qtz008


Malaysian Journal of Consumer and Family Economics (MAJCAFE) Vol 32 (2024) 
https://www.majcafe.com : eISSN : 2948-4189 

 

Copyright © 2018 Malaysian Consumer and Family 
Economics Association (MACFEA).  

This is an open access article under the CC BY-SA 
https://creativecommons.org/licenses/by-sa/4.0/ 

58 

 

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 

Su, Y. (2019). Exploring the effect of Weibo opinion leaders on the 
dynamics of public opinion in China: A revisit of the two-step flow 
of communication. Global Media and China, 4(4), 493-

513. https://doi.org/10.1177/2059436419866012 
Sudha, M., & Sheena, K. (2017). Consumer decision process: Impact 

of influencers in the fashion industry. SCMS Journal of Indian 

Management, 93(3), 14-29. 
Turcotte, J., York, C., Irving, J., Scholl, R.M., & Pingree, R.J. (2015). 

News recommendations from social media opinion leaders: 

Effects on media trust and information seeking. Journal of 
Computer-Mediated Communication, 20(5), 520-535. 

Weeks, B.E., Ardèvol-Abreu, A., & Gil de Zúñiga, H. (2017). Online 

influence? Social media use, opinion leadership, and political 
persuasion. International Journal of Public Opinion Research, 
29(2). 214–239. https://doi.org/10.1093/ijpor/edv050  

Zabeen, M., Shams, S., & Sultana, N. (2017). Growing popularity of 
Muslim attire: Faith or fashion? International Journal of Asian 
Social Science, 7(9), 728-

737. https://doi.org/10.18488/journal.1.2017.79.728.737 
Žák, Š., & Hasprová, 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 
Žák, Š., & Hasprová, M. (2021). The impact of opinion leaders on 

consumer behavior in the global digital environment. SHS Web 

of Conferences, 92,  
06043. https://doi.org/10.1051/shsconf/20219206043 

Zhang, L., Peng, T., Zhang, Y., Wang, X., & Zhu, J. J. (2014). Content 

or context: Which matters more in information processing on 
microblogging sites? Computers in Human Behavior, 31, 242-
249. https://doi.org/10.1016/j.chb.2013.10.031 

Zhao, Y., Kou, G., Peng, Y., & Chen, Y. (2018). Understanding 
influence power of opinion leaders in e-commerce networks: An 
opinion dynamics theory perspective. Information Sciences, 

426, 131-147. https://doi.org/10.1016/j.ins.2017.10.031.  
 

https://www.majcafe.com/
https://doi.org/10.1016/j.jretconser.2019.01.011
https://doi.org/10.1177/2059436419866012
https://doi.org/10.1093/ijpor/edv050
https://doi.org/10.18488/journal.1.2017.79.728.737
https://doi.org/10.1051/shsconf/20207403014
https://doi.org/10.1051/shsconf/20219206043
https://doi.org/10.1016/j.chb.2013.10.031
https://doi.org/10.1016/j.ins.2017.10.031



