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Abstract 
The development of Web 2.0, social media and electronic word-of-mouth 
(eWOM) has given consumers a rich repertoire of product information to 
assist their purchase decisions.  Many previous studies on eWOM 
concluded that consumers prefer user-generated contents (UGC) compared 
to company-generated contents (CGC). However, little is presently known 
about the relevant factors driving the UGC usage in the context of beauty 
products' video reviews, specifically on YouTube. The current study 
examines the influence of information quality (IQ), perceived usefulness 
(PU), perceived credibility (PC) and perceptual homophily (PH) on 
consumer attitudes toward UGC and their intention of using it in their 
purchase decisions. Data collection was designed using a purposive 
sampling method, and the dataset of 372 respondents was subsequently 
analysed with PLS-SEM technique. The results revealed that all factors 
have a positive effect on consumer attitudes toward product contents which 
other users generate on YouTube. However, only PC has a positive impact 
on purchase intention. This study's results have important implications for 
companies keen to develop a marketing strategy to promote their products 
on user-generated video website such as YouTube. 
 
Keywords: user-generated contents (UGC), perceived credibility, 
perceptual homophily, purchase intention, YouTube 
 

1.0 Introduction 
Word-of-mouth (WOM) is a transmission communication of 

spoken information related to brands, products and services, 
occurring between people who have strong-tied relationships in 
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person such as friends and relatives (Sun, Youn, Wu and 
Kuntaraporn, 2006). Considered as an informal form of 
communication, WOM has traditionally been the most trusted source 
of product information for many consumers. It hence has a strong 
influence on their buying decision. Moreover, in the Consumer 
Behaviour field, it was concluded that WOM communication plays an 
important role and that it has a significant impact during the 
consumers’ shaping process of attitudes and behaviours (Jorgensen 
& Ha, 2019). The advent and characteristics of the internet, however, 
has changed the WOM communication for the better when 
consumers can share their experience and opinions on a product with 
others without face-to-face interaction and often, with strangers. 

WOM in the online context is electronic word-of-mouth 
(eWOM). Studies have shown that eWOM improves the impact and 
effectiveness of brand promotion because it can reach mass 
audiences faster and conveniently compared to traditional WOM 
(Lam, Lau, Cheng & Wong, 2019; Yen & Tang, 2019).  Consumers 
perceive the user-generated content (UGC) of eWOM as more 
credible and useful compared to company-generated content (CGC) 
(Sun et al., 2006; Purnawirawan, De Pelsmacker & Dens, 2015). 
UGC is perceived as voluntary reviews by consumers who 
experienced the products while CGC aimed for commercial gains. 
Consumers can participate in eWOM through various platforms. Still, 
social media is considered as an ideal tool for eWOM as it has a 
broader reach and leads to more social interactions by sharing 
opinions and experiences on brand-related information (Erkan & 
Evans, 2016; Kudeshia & Kumar, 2017).  

YouTube is one of the most popular social media in the world. 
It is the third most visited website since its establishment in 2005 
(Burgess & Green, 2018). Unlike other social media that is limited to 
textual and static picture content, YouTube provides vivid video 
images with a detailed narrative. Hence, YouTube is an ideal platform 
for users to share their experience of buying and using products with 
other YouTube users. The content category most popular on 
YouTube is the beauty category. Pixability Inc., in its September 2017 
report, reported that YouTube generated 55 billion beauty-related 
content views in 2016 and was expected to increase to 88 billion 
content views in 2017 (Thomson, 2019). 

Furthermore, only 3% of the beauty content on YouTube was 
controlled by the brand owners, while 77% was user-generated or 
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made by beauty vloggers (Kinski, 2017). Interestingly, billions of 
hours of videos were viewed on YouTube every day, particularly 
among Generation Y (Foye, 2018). Irrefutably, YouTube is a powerful 
eWOM platform in the beauty industry.  

Despite its vast potential, analysis of UGC on YouTube and 
how it influences consumers' attitude and purchase intention were 
scarce (Wang, 2015). In general, this study aims to examine the 
relevant factors driving UGC usage in the context of beauty products' 
video reviews on YouTube channels. The focus of the research would 
be on the Gen Y youths in their 20s and 30s who make up a large 
percentage of the Malaysian population today. As such, their life 
choices and financial habits have a significant impact on the 
economy, society and companies. Notably, this study aspires to 
examine the influence of perceived information quality, perceived 
credibility, perceptual homophily and perceived usefulness on 
consumer attitudes toward content generated by users of YouTube 
and their purchase intention.  

 
2.0 Literature Reviews 
2.1 Information Quality 

Information Quality (IQ) as a construct originated from an 
information system (IS) literature. Wang and Strong (1996), in their 
seminal work, described IQ as data that is 'fit-for-use' by data 
consumers. In the context of the online environment, IQ refers to 
consumers' assessment of online products or e-services' information 
dimensions such as accuracy, format, and completeness. McKinney, 
Yoon and Zahedi (2002) defined online IQ as users' perception of the 
quality of information presented on a Web site. From the perspective 
of eWOM, information quality lies in the contents that users generated 
online. Therefore, IQ can determine how much persuasive power 
eWOM information has (Cheung, Lee & Rabjohn, 2008). However, 
since anyone can contribute information about their experience with 
product, service and brand in the online environment when the 
quantity of eWOM has accelerated, the information quality has 
inevitably decreased (Cheung et al., 2008; Erkan & Evans, 2016). 

Matute, Polo-Redondo & Utrillas (2016) suggested that high-
quality information should be provided to influence consumers' 
attitudes and decision making positively. IQ covers four aspects of 
relevance, timeliness, accuracy and comprehensiveness. When 
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eWOM information is timely, reliable, relevant and in-depth as well as 
having all necessary values, consumers will accept the report as 
useful and beneficial to aid their purchase decisions (Matute et al., 
2016). Similarly, IQ can be described as the convincing power of 
comments rooted in an informational message (Bhattacherjee & 
Sanford, , 006). When customers are looking for information, the 
quality of information possibly will impact on customer's acceptance of 
it regarding eWOM communication channels (Cheung, Lee & 
Thadani, 2009). According to Cheung et al. (2008), customer choice 
and buying decision can be built on specific criteria that meet their 
needs. For that reason, the extent to which provided information in 
the video UGC is helpful, clear, and easy to understand could be an 
essential element to determine consumers' perception of information 
quality as an element for assessing their probable attitudes towards 
the UGC and intent to purchase product or brand shared in the UGC. 
Based on the above elaboration, it can be hypothesized that: 

 
H1-a: Information quality positively influences attitude toward using 
beauty UGC on YouTube for purchase decision making. 
 
H1-b: Information quality positively influences the purchase intention 
towards the brand of a product shared in beauty UGC on YouTube. 
 
2.2 Perceived Usefulness 

Perceived Usefulness (PU) is one of the independent 
constructs in the Technology Acceptance Model (TAM). It refers to 
the degree to which a person believes that using a particular system 
would enhance his/her job performance (Davis, 1989). According to 
Davis, Bagozzi and Warshaw (1992), perceived usefulness refers to 
consumers' perceptions regarding the outcome of the experience. 
Perceived usefulness is an individual's perception that using new 
technology will enhance or improve her/his performance. 

Similarly, Mathwick, Malhotra and Rigdon (2001) defined 
perceived usefulness as the extent to which a person deems a 
particular system to boost his or her job performance. Today's 
consumers commonly seek out other consumers' reviews, comments, 
views and suggestions on social media to reduce the risks involved in 
a purchase (Goldsmith & Horowitz, 2006). Consumers rely on user-
generated product information on YouTube, for instance, to support 
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their purchase decisions because they find the information useful. 
Contributors to the UGC generate and share the contents based on 
their personal product experience, whether good or bad, hence 
enhancing the credibility and usefulness of the information (Cheong & 
Morrison, 2008). UGC on YouTube is a convenient source of 
information on almost any product categories, and they are free.   
This study postulates that perceived usefulness has a positive effect 
on consumer attitudes towards the user-generated product contents 
on YouTube, hence the following hypotheses: 
 
H2-a: Source credibility positively influences attitude towards using 
beauty UGC in YouTube for purchase decision making. 
 
H2-b: Source credibility positively influences the purchase intention 
towards the brand of a product shared in beauty UGC on YouTube. 
 
2.3 Perceived Credibility 

Credibility is simply the quality of being trusted and believed in. 
For example, Tseng and Fogg (1999) noted that credible people are 
believable people, and credible information is believable information. 
According to Erdogan (1999), the credibility of a message depends on 
the recipients' perception of its source. As such, it is crucial to assess 
the message source. Source credibility was widely used to analyse 
the effectiveness of endorsement (Taghipoorreyneh & de Run, 2016). 
Previous researches have revealed that message sources perceived 
to be highly credible had a positive effect on consumer attitudes 
toward the brand (Ohanian, 1990; Muda et al., 2014). Previous 
studies have considered source credibility as an essential 
characteristic of eWOM because anonymous people contribute the 
information. Due to the nature of the online environment, consumers 
tend to evaluate source credibility subjectively because they do not 
have sufficient cues (i.e. source's facial expression, voice intonation, 
acquaintance, etc.) to interpret source's opinion (Ayeh et al., 2013.  

For user-generated content, credibility can be considered as 
the credibility of the material and its generator. UGC is regarded as 
independent and objective sources because of the perception that 
companies do not manage them, and no commercial contract exists. 
UGC is perceived as more trustworthy than seller generated content 
because from a user's perspective; it states honest evaluations with 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol 24 (S1), 2020 

6 
 

both positive and negative sides (Park et al., 2007). The more 
credible sources are more successful in developing positive attitudes 
(Chu and Kamal, 2008). Mir and Zaheer (2012) proved that the 
perceived credibility of UGC on social media sites affects the attitude 
toward product-related UGC positively. Also, perceived credibility has 
been found to have a positive effect on purchase intention for online 
environments. In this study, perceived credibility is conceptualized as 
the degree of consumers' perception of the reliability of the 
information shared in YouTube videos and their sources. The 
hypotheses suggested are as follow: 
 
H3-a:  Perceived credibility positively influences attitude towards 
beauty UGC on YouTube for purchase decision making. 
 
H3-b: Perceived credibility positively influences purchase intention 
towards the brand of a product shared in beauty UGC on YouTube. 
 
2.4 Perceptual Homophily 

Homophily refers to the tendency of individuals to associate 
and bond with similar others, as in the proverb "birds of a feather flock 
together". Many studies have observed homophily in some form or 
another and established that similarity breeds connection. Perceived 
homophily, hence, refers to the degree to which pairs of individuals 
who interact are similar concerning specific attributes, such as beliefs, 
values, education, social status, and the like (McGroskey, Richmond 
& Daly, 1975). De Bruyn and Lilien (2008) explained that perceptual 
homophily relates to similarities among people based on their likes, 
dislikes, values, and experiences. In the new online setting, though, 
perceived homophily refers more predominantly to shared interest 
and a shared mindset (Ayeh et al., 2013).  

Individuals in homophilic relationships tend to share common 
characteristics that make communication and relationship formation 
easier and often regard others who are similar to them as credible 
sources of information. For example, Wang et al., (2008) discovered 
that the perception of homophily among people in an online support 
group yields influence on credibility perception. Similarly, perceived 
homophily also had been found to have a significant effect on 
purchase intention in advertising study (Simpson et al., 2000). It can 
be safely assumed that for individual consumers looking for beauty 
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products information to make a purchase decision, the higher the 
perceived similarity between them and the UGC contributors, the 
more likely they will accept UGC for their purchase behavior. Hence, 
it is expected that: 
 
H4-a: Perceptual homophily positively influences attitude towards 
beauty UGC on YouTube for purchase decision making. 
 
H4-b: Perceptual homophily positively influences purchase intention 
towards a brand of beauty product mentioned in the UGC on 
YouTube 
 
2.5 Attitude towards UGC and Purchase Intention 

Understanding consumers' attitude is crucial because it affects 
their behavioral intentions, such as trial and purchase intention. Many 
studies have highlighted the role of attitude as a central mediator of 
behavior and an antecedent of behavioral intentions (Ajzen, 1989; 
Wang & Ritchie, 2012). Ajzen (1989) defined attitude as an 
individual's "predisposition to respond favorably or unfavorably to an 
object, person, institution or event" (p. 241) 

Similarly, Eagly and Chaiken (1993) described the attitude as a 
tendency for people to evaluate an entity with some degree of favor or 
disfavor, commonly expressed in cognitive, affective and behavioral 
responses. Ajzen (1991) elaborated that "intentions are assumed to 
capture the motivational factors that influence behavior; they are 
indications of how hard people are willing to try, of how much of an 
effort they are planning to exert, performing the behavior" (p. 181). As 
such, positive attitudes would affect an individual's behavioral 
intentions positively, according to Mosavi and Ghaedi (2012). 

In this study, the attitude construct is used about the use of 
UGC for beauty products and brands in videos shared on YouTube. 
We propose that consumers' attitude toward UGC and their 
beahvioral intentions of using that UGC in purchase decision making 
are associated positively. In other words, consumers' positive attitude 
regarding online UGC would enhance their intentions to consume 
such contents (Daugherty et al., 2008) and make a purchase decision 
based on the reviews made by the vloggers. Many studies have found 
that attitude toward a website, for example, have been influential in 
online consumer behavior settings (e.g. Castaneda, Frias & 
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Rodriquez, 2009; Casalo, Flavian & Guinaliu, 2010). Hence, we 
propose the following hypothesis: 
 
H5: Positive consumers' attitudes toward the beauty product content 
generated by other users on YouTube have a positive effect on their 
intention of using it in their purchase decisions. 

 
3.0 Research Methodology 

Survey questionnaires were distributed to respondents for data 
collection. The target population consisted of young people of Gen Y, 
who are heavy users of social media platforms and interested in 
beauty content. To construct a more homogeneous sample, we used 
filtering questions to draw respondents who have viewed beauty UGC 
on YouTube. In this study, the purposive sampling technique was 
adopted by selecting university students enrolling in a large public 
university in Malaysia. The two-page questionnaire was composed of 
multiple-choice and Likert-type scale questions/statements. 
Definitions of product reviews, user-generated content and beauty 
products were included on the cover page of the questionnaire. G-
Power software calculated that the minimum sample size required for 
this study was 250 samples (Faul et al., 2007). However, 372 sets of 
questionnaire were finally collected after a three-week data collection 
period, assisted by an enumerator. All sets were usable for data 
analysis. 

This study adopted the measurement items from previously 
established studies and adapted to the current study's context. The 4-
item scale for Information Quality (IQ) was adapted from Cheung et 
al., 2008).  Items adapted from Patwardhan and Ramaprasad (2005) 
were used to measure Perceived Usefulness (PU). Similarly, 
Perceived Credibility (PC)'s five items were adapted from Mir and 
Rehman (2013) and Perceptual Homophily's four items were based 
on an adaptation of the scale by Gilly et al. (1998). For Consumers' 
Attitudes (AT), two items were adapted from Liu et al. (2012) and four 
items were adapted from Lai and Chang (2011). Lastly, for Purchase 
Intention (PI) construct, we modified the five items from Ayeh et al. 
(2013). Responses on all constructs were measured on a seven-point 
Likert-type scale ranging from 1 (very strongly disagree) to 7 (very 
strongly agree). Data were analyzed using SPSS 22 statistical 
software. For the estimation of the model with the empirical data, the 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol 24 (S1), 2020 

9 
 

partial least square (PLS) path modeling method was utilized using 
the SmartPLS 3.0 software application (Ringle, Wende & Will, 2005). 

 
4.0 Data Analysis and Results 
4.1 Sample Characteristics 

Table 1 highlights the detailed descriptive statistics on the 
profile of the 372 respondents for this study. A vast majority of 
respondents were females (75.0%) compared to males (25.0%), most 
likely attributed to the context of the survey which is UGC on beauty 
products that are mostly related to the female field of interest.  The 
average age for the respondents was 22 years old, the youngest 
being 17 and the oldest 36. Majority respondents (88.7%) were from 
the degree programs and remaining (11.3%) from the master 
programs. The table also shows the respondents' social media usage 
and UGC frequently viewed on YouTube. Interestingly, the most 
significant source of beauty information was social media (79.6%) 
followed by family and friends (57.5%). Sources from beauty 
companies such as advertisements (47.0%), website (23.4%) and 
beauty promoters (20.2%) proved to be not very popular. 
Respondents used a variety of social media platforms; the most 
popular was Instagram (90%), followed by YouTube (82.8%), 
Whatsapp (66.1%), Facebook (59.4%) and Twitter (54.6%). As for 
hours spent on social media daily, 30.9% spent 3 to 4 hours, 29.3% 
more than 6 hours, followed by 20.4% 5 to 6 hours of social media 
daily. Most frequently used gadget to accessed social media was a 
smartphone (98.4%), followed by computers (desktop and laptop: 
64.8% and tablet (12.4%). For the type of UGC viewed on YouTube, 
the top of the list was beauty-related content (67%), followed by food 
(53%), fashion (44%), electronics including gadgets (44%) and travel 
(43%). Least popular was transportation (16%) and books (8%). 

 
4.2 Reflective Measurement Model 

We examine the measurement model to assess indicator 
reliability, construct reliability, convergent validity and discriminant 
validity.  Indicator reliability is achieved when items loadings are 
higher than 0.7 (Hair et al., 2014; Henseler et al., 2009). After 
dropping one item (PC1), all the items have loadings above 0.7 
(Table 2), confirming that the indicator reliability is achieved.  Next, 
we use two criteria to examine the construct's reliability - Cronbach's 
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alpha (CA) and composite reliability (CR). Table 2 shows that all 
constructs have CR and CA above 0.7, thus confirming construct 
reliability (Henseler et al., 2009). After that, we assess convergent 
validity using the average variance extracted (AVE) which should be 
at least 0.5 to be considered as sufficient and explain more than half 
of the variance of its indicators (Hair et al., 2014; Henseler et al., 
2009). As can be seen in Table 2, AVE for all constructs is higher 
than 0.5, affirming convergent validity. 

 
Table 1 : Survey Respondent Profile (n=372) 
Measure Item N % Ranking 
Gender Male 

Female 
93 
279 

25 
75 

 

Age  372 Average 
=22years 

 

Education 
 

Undergraduate 
Postgraduate 

330 
42 

88.7 
11.3 

 

Source of 
information on 
beauty products 

Social media 
Company’s website 
Advertisements 
Beauty promoters 
Family/Friends 

296 
87 
175 
75 
214 

79.6 
23.4 
47.0 
20.2 
57.5 

1 
4 
3 
5 
2 
 

Social media used Facebook 
YouTube 
Twitter 
Instagram 
WhatsApp 
Others 

221 
308 
203 
335 
246 
32 

59.4 
82.8 
54.6 
90.0 
66.1 
8.6 

4 
2 
5 
1 
3 
6 

Social media daily 
usage  

Less than 1 hour 
1-2 hours 
3-4 hours 
5-6 hours 
More than 6 hours 

12 
60 
115 
76 
109 

3.2 
16.1 
30.9 
20.4 
29.3 

5 
4 
1 
3 
2 

Gadget used to  
access social media 

Desktop/Laptop 
Tablet 
Smartphone 

241 
46 
366 

64.8 
12.4 
98.4 

2 
3 
1 

Type of UGC viewed 
on YouTube 

Beauty-related products 
Travel 
Electronics/Gadgets 
Fashion and 
accessories 
Food 
Car and other forms of 
transportation 
Books/Magazine 
Others 

249 
160 
163 
163 

 
198 
61 
 

30 
34 

66.9 
43.0 
43.8 
43.8 

 
53.2 
16.4 

 
8.1 
9.1 

1 
4 
3 
3 
 
2 
5 
 
7 
6 
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Finally, for the assessment of the discriminant validity, two 
criteria are adopted. Discriminant validity reflects the extent to which 
the measure used is unique and not merely a reflection of other 
variables. Table 3 below shows the results of the Fornell-Larcker 
criterion assessment with the square root of the reflective constructs' 
AVE on the diagonal and the off-diagonal position are the correlations 
between the constructs. Overall, the square roots of the AVEs for the 
reflective constructs Attitude towards UGC (0.882), Information 
Quality (0.829), Perceived Homophily (0.855), Perceived UGC 
Credibility (0.841), Perceived Usefulness (0.825) and Purchase 
Intention (0.868) are all higher than the correlations of these 
constructs with other latent variables in the path model, thus 
indicating that the constructs are valid measures of unique concepts 
(Fornell & Larcker, 1981). We also applied the Heterotrait-Monotrait 
(HTMT) ratio of correlations, which was considered as a more reliable 
criterion to confirm discriminant validity (Henseler et al., 2015). Table 
4 illustrates satisfactory results where all values are below 0.9. Since 
the results for the discriminant validity using Fornell-Larcker and 
HTMT criteria are the same, no further analysis is needed in 
assessing the issue. Hence, it can be concluded that discriminant 
validity has been established. As the assessment of the construct 
reliability, convergent validity and indicator reliability produce 
satisfactory results; it indicates that the constructs in this study can be 
used further to test the structural model. 

 
Table 2 : Measurement Model for Reflective Constructs 
Constructs Loadings CR CA AVE Constructs Loadings CR CA AVE 
Information 
Quality: 
IQ1 
IQ2 
IQ3 
IQ4 

 
 

0.856 
0.851 
0.880 
0.751 

0.898 0.848 0.688 Perceived 
Homophily: 

PH1 
PH2 
PH3 
PH4 

 
 

0.767 
0.870 
0.893 
0.883 

0.915 0.877 0.731 

Perceived 
Usefulness: 
PU1 
PU2 
PU3 
PU4 
PU5 
PU6 

 
 

0.841 
0.828 
0.812 
0.875 
0.790 
0.803 

0.928 0.906 0.681 Attitude 
towards 
UGC: 
AT1 
AT2 
AT3 
AT4 
AT5 
AT6 

 
 

0.890 
0.903 
0.880 
0.861 
0.873 
0.885 

 

0.955 0.943 0.778 
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Table 2 : Measurement Model for Reflective Constructs – continue 
Constructs Loadings CR CA AVE Constructs Loadings CR CA AVE 
Perceived 
UGC 
Credibility: 
PC2 
PC3 
PC4 
PC5 

 
 
 

0.731 
0.852 
0.888 
0.885 

0.906 0.860 0.708 Purchase 
Intention: 

PI1 
PI2 
PI3 
PI4 
PI5 

 
 

0.844 
0.909 
0.903 
0.835 
0.845 

0.938 0.918 0.753 

Note: All loadings are significant at p < 0.001. 

Table 3 : Discriminant Validity using Fornell-Larcker (1981) Criterion 
  AT IQ PH PC PU PI 
Attitude towards UGC (AT) 0.882      
Information Quality (IQ) 0.664 0.829     
Perceived Homophily (PH) 0.613 0.568 0.855    
Perceived UGC Credibility 
(PC) 

0.553 0.521 0.528 0.841   

Perceived Usefulness (PU) 0.655 0.765 0.580 0.617 0.825  
Purchase Intention (PI) 0.674 0.525 0.511 0.515 0.550 0.868 
Note: The number in bold is the square root of the average variance 
extracted (AVE) 

4.3 Structural Model 

Figure 1 displays the results of the structural model 
assessment, where we used a bootstrapping of 5000 resamples to 
estimate the statistical significance of path coefficients (Henseler et 
al., 2009). Table 5 shows the results of hypothesis testing revealing 
out of the nine proposed relationships, six were significant and 
supported, three were insignificant thus rejected. H1a which assumed 
a direct positive relationship between information quality and attitude 
towards UGC, received strong support (  = 0.298, t = 5.594, p < 
0.01). On the contrary, H1b which proposed a direct relationship 
between information quality and purchase intention was not 
supported (  = 0.026, t = 0.377, p > 0.10). Similarly, perceptual 
homophily has a strong positive direct effect on attitude (  = 0.258, t = 
5.248, p < 0.01) but insignificant relationship with purchase intention 

 = 0.083, t = 1.426, p > 0.10), H2a is supported and H2b is not 
supported. As for perceived credibility, it has a significant relationship 
with both, attitude (  = 0.145, t = 2.876, p < 0.05) and intention (  = 
0.145, t = 2.747, p < 0.05), therefore H3a and H3b are supported. 
Next we posited a relationship between perceived usefulness with 
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attitude and intention but discover that H4a is supported (  = 0.188, t 
= 3.007, p < 0.05) and H4b is not supported (  = 0.087, t = 1.460,   p 
> 0.10). Interestingly, similar to previous studies, H5 proposed a direct 
effect of attitude on intention received strong support (  = 0.468, t = 
7.939, p < 0.01). 

 
Table 4 : Discriminant Validity using Heterotrait-Monotrait (HTMT) Criterion 
(2015) 
 Construct PU PC PH IQ AT PI 
Perceived Usefulness (PU)       
Perceived UGC Credibility 
(PC) 

0.697      

Perceptual Homophily (PH) 0.640 0.609     
Information Quality (IQ) 0.859 0.597 0.652    
Attitude towards UGC (AT) 0.705 0.613 0.670 0.730   
Purchase Intention (PI) 0.600 0.580 0.566 0.584 0.724  
 

 

 

Figure 1 : Partial Least Square Results of Structural Model 

According to Henseler et al. (2009), the most vital criterion in 
PLS path models for the intention and attitude toward UGC are 49.4 
and 55.9, respectively. As such, the coefficient of determination (R2) 
value of the constructs showed that the variables could be considered 
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as moderate since all assessment of the structural model is the 
coefficient of determination or R2 of the endogenous latent variables. 
Chin (1998) described the R2 values of 0.19, 0.33 and 0.67 in PLS 
path models as weak, moderate and substantial, respectively. In this 
study, the percentages of explained variance (R2 values) for purchase 
of the constructs have an R2 value of more or close to 0.5 (Hair et al., 
2014; Henseler et al., 2009). 

 
Table 5 : Structural Model Path-Coefficient Assessment 
Hypotheses Relationship Path 

Coefficient 
t-value p-value Result 

 
H1-a IQ > AT 0.298 5.594 0.000 Significant 
H1-b IQ  > PI 0.026 0.377 0.707 Not Significant 
H2-a PH > AT 0.258 5.248 0.000 Significant 
H2-b PH > PI 0.083 1.426 0.154 Not Significant 
H3-a PC > AT 0.145 2.876 0.004 Significant 
H3-b PC > PI 0.145 2.247 0.006 Significant 
H4-a PU > AT 0.188 3.007 0.003 Significant 
H4-b PU > PI 0.087 1.460 0.145 Not Significant 
H5 AT > PI 0.468 7.939 0.000 Significant 

 
Using the blindfolding procedure, the predictive relevance was 

obtained to determine whether the model was well constructed. 
According to Henseler et al. (2009), Q2 value less than zero indicates 
that the model has a lack of predictive relevance. Hence, the result 
shown in Table 5 proves that all of the constructs have achieved the 
predicted relevance since all of the endogenous constructs predictive 
relevance values were more than 0. Both the endogenous constructs, 
which is the Attitude towards UGC (0.404) and Purchase Intention 
(0.346) Q2 value provides clear support for the model’s predictive 
relevance. 

 
Table 6 : The Prediction Relevance (Q2) Test 

Endogenous Construct SSO SSE Q² (=1-SSE/SSO) Q² >0 
Attitude towards UGC 2,232.000 1,330.612 0.404 YES 
Purchase Intention 1,860.000 1,216.993 0.346 YES 
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5.0 Discussion 
This study examines Gen Y' perception of information quality, 

perceived UGC credibility, perceptual homophily and perceived 
usefulness in the context of beauty products UGC on YouTube and 
how these perceptions affect their attitudes and purchase intention. 
As hypothesized, this study found significant support for the influence 
of all four constructs on attitude toward UGC. This implies that young 
beauty consumers are more favourably inclined toward the use of 
beauty UGC in YouTube for purchase decision if they believe that the 
UGC has quality information, from a credible source which is similar 
to them and is useful to them. These findings are consistent with 
earlier studies (Jin et al., 2009; Matute et al., 2016; Mir & Rehman, 
2013; Ayeh et al., 2013). Information quality is the most influential 
decisive factor, followed by perceptual homophily, perceived 
usefulness and perceived credibility. The results show that young 
consumers think favorably towards the beauty contents shared in the 
videos because they need information in their pre-purchase stage 
before they compare the alternatives brands available and finally 
make a purchase decision. Information on social media like YouTube 
is easy to access with minimum cost and effort. Furthermore, most 
consumers perceived that that information could aid them in decision 
making. 

Similarly, perceptual homophily proved to be essential in 
determining attitude towards the UGC. Young consumers who have 
concerns about their skin and appearance will look for 'similar others' 
for beauty advice and user-generated platforms make this possible 
(Ayeh et al., 2013). Accordingly, Daugherty et al. (2008) stated that 
the perceived value of the content affects the attitudes of the 
consumers toward it.  Consumers see fellow consumers' online 
product reviews useful and risk reducers in purchase decision making 
(Goldsmith & Horowitz, 2006). In general, contributors to UGC 
commonly shared both positive and negative product experiences 
with other consumers in social media (Mir & Rehman, 2013). Because 
of that, the consumers perceive the reviews as useful. Similar to Mir 
and Rehman's (2013) study, this study also finds that perceived 
credibility positively influences the users' attitudes toward beauty 
UGC generated on YouTube. However, nowadays, many UGC 
contributors are sponsored by companies to review their product, 
hence dilute the perceived credibility of the UGC. 
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The hypotheses posited on the significant positive relationship 
between IQ, PH, PC and PU on purchase intention produce mix 
results. Only one relationship is supported, the effect of PC on the PI. 
This finding highlights the critical element in persuasion theory which 
is perceived credibility of the source (Ohanian, 1990). Consistent with 
the previous study (Mir & Rehman, 2013), the present study found 
that perceived credibility of the UGC in videos on YouTube and 
attitude toward UGC are positively correlated, and both of them had a 
high impact on the viewers' purchase intention. Lastly, this study 
found that the direct effect of independent variables on purchase 
intention was not supported except for PC, albeit a weak one. This 
result highlights the central mediating role of attitude in these 
relationships. 

 
6.0 Conclusion and Implications  

Social media has profoundly changed the communication 
landscape and the relationship between sellers and buyers of 
products. Today's young consumers rely more on product 
recommendation and information from other consumers who share 
their experiences on social media (e.g. YouTube) than product 
promotion from companies. The present study examined the influence 
of information quality, perceived credibility, perceptual homophily and 
perceived usefulness on Gen Y consumers' attitudes and purchase 
intention. The findings revealed that all factors are relevant and have 
a positive relationship with consumers' attitude towards beauty UGC 
on YouTube. However, only perceived UGC credibility has a direct 
impact on purchase intention. Mosavi and Ghaedi (2012) explained 
that positive attitude served as a positive motivational tendency of 
conducting consumer behaviour. Our study results supported this 
conclusion that there was a mediate positive association between 
consumers' attitudes toward UGC and their future purchase intention. 

Our findings have some important implications for companies 
who target their products or services to Gen Y consumers. If the 
companies are keen on using social media like YouTube as part of 
their promotion strategies, they could collaborate with beauty video 
bloggers or vloggers. The companies could select vloggers with 
massive followers to sample their products and provide reviews. 
According to Cheong and Morrison (2008), users who regularly 
review products in social media are viewed as opinion leaders by 
other users. Moreover, this study found that the most significant 
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source of beauty information relied upon by respondents was social 
media. Companies should have real product users in their social 
media advertisements instead of celebrities as it enhances the target 
audience's positive attitudes toward the endorsed products as they 
trust real users more compared to paid celebrities. Regular users of 
products are also perceived as having a similarity with other users. 
These findings also suggest that social media advertisers should 
embed their ad messages in UGC with the permission of the 
vloggers. Reviews should provide positive and negative points to be 
believable. 

 
7.0 Limitations and Future Research 

This study has a few limitations to address. The first is related 
to the sample of Gen Y university students. The respondents' 
background as predominantly young consumers with limited income 
may not be a good predictor of purchasing power. Secondly, the data 
were collected via a combination of convenience and purposive 
sampling method. Therefore, the present sample cannot represent 
the whole population of Malaysian generation Y. Since younger 
consumers are more motivated to achieve their ideal-self and hold 
stronger beliefs that brands can contribute to their self-achievement 
(Boon & Lomore, 2001), the findings of the current study have limited 
generalizability. Therefore, for future studies, we suggest a more 
extensive range of Gen Y consumers or ideally to expand the sample 
to include other generation cohorts for better credibility findings and 
comparisons among various groups. 
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