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Abstract 
As social media plays a vital role in mass communication, more effective 
advertising strategies are now being developed through it. Influencer 
marketing in social media is another new strategic area yet to be explored 
by researchers. Despite its emergence as a popular platform for creating 
brand awareness, however, very little research delves into this research 
area.  Therefore, this paper aims to develop a conceptual framework that 
hypothesises the effect of social media influencer and advertising value on 
attitude and brand love, specifically in the context of Malaysia’s national car. 
This paper highlighted the importance of the roles and credibility of social 
media influencer as ‘user specific effect’ which are predicted to influence 
consumer attitude. In addition, the social media advertising values, which 
refer as ‘content effect’ also play essential roles in shaping the consumer 
attitude. Both effects are measured for their relationship with a consumer 
attitude towards social media video and as well as consumer attitude 
towards the selected brands, which at the end affecting brand love. The 
study will specifically refer to Malaysia’s pioneer national automotive brand, 
namely ‘PROTON’ social media advertisement. The result of the study is 
also expected to expand the scope of social media influencer and consumer 
attitude on social media content to enhance the marketing strategy for 
consumer brands. 
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1.0 Introduction 
Recently Malaysian automotive sector is facing severe 

challenges when its first national carmaker, namely Perusahaan 
Otomobil Nasional Sdn. Bhd. (PROTON) market share declined from 
12.3% to 10.8% between the years 2017 and 2018 (Malaysian 
Automotive Association, 2018). This continuous declining trend was 
reported since the year 2001, when its' market shares still at 53% of 
the overall passenger car market share that year (Tan, 2016). Even 
though the second national car manufacturer PERODUA market 
share has increased recently, still the total of the national market 
share has not reached half of the total passenger car sales in the year 
2018, in comparison to foreign global car brands. Low 
competitiveness in both technological and marketing capabilities are 
claimed to be the reason why consumer switched to the more 
attractive global brands (Mabkhot et al., 2017; Wad and Govindaraju, 
2011). 

As social media plays an essential medium of mass 
communication, effective advertising strategies have now become 
necessary for national carmakers to survive. Previous studies show 
that numerous social media strategies have been executed to 
improve brand acceptance by Malaysian consumers; nevertheless, 
only a few associated it to social media influencer. Therefore, this 
study attempts to unravel social media influencer roles and to 
determine its consequences on consumer attitude and in turn, its 
effect on brand love. Furthermore, in general advertising through 
social media influencer has also been proven as cost-efficient and 
effective marketing trends (Lim, 2017; Johansen and Guldvik, 2017). 

 
2.0 Literature Review 

The underpinning theory of this study is based on the 
integration of three theories. The first theory refers to Zhang et al. 
(2017), who analyses the model of ‘message content’ and ‘influence’ 
in social media rebroadcasting. In their rebroadcasting model, the two 
dimensions measured are categorized as ‘content effect’ and ‘user 
specific effect’ as the motivation to rebroadcast to influence viewers 
(Figure 1). In this study, the 'content effect' represented by 
'advertising values' and the 'user specific effect' will be designated as 
'social media influencer role and credibility'. 
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Figure 6 : Rebroadcasting model (Zhang et al., 2017) 

 
Figure 7 : Affect Transfer Hypothesis for Attitude-Towards-the-

Advertisement Model (Mackenzie et al., 1986) 

The second part of the theory refers to the attitude-towards-
the-advertisement (Aad) model originated from (Edel and Burke, 
1984). Further study on the framework suggested the attitude-
towards-the-ad (Aad) to have the mediating influence of brand 
attitude and purchase intention (Lutz et al., 1983; MacKenzie et al., 
1986; Mitchell and Olson, 1981; Shimp, 1981). MacKenzie et al. 
(1986) suggested four alternative attitude-towards-the-ad (Aad) in 
their model, includes affect transfer hypothesis, dual mediation 
hypothesis, reciprocal hypothesis, and independent hypothesis 
(Figure 2). Out of four models, the affect transfer hypothesis (ATH) 
model is chosen as the most appropriate model to explain the 
marketing effectiveness of social media (Leung et al., 2015). Lastly, 
the third part of the theory explains the loyalty relationship between 
‘relative attitude’ towards ‘repeat patronage’, and its’ consequences in 
the customer loyalty framework based on Dick & Basu (1994) 
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framework. Therefore, the combination theoretical framework for this 
study is as shown below.  

 

 
Figure 8 : Theoretical Framework (Adapted from Zhang et al., 2017; 

Mackenzie et al., 1986; Dick and Basu, 1994)  

Social Media Influencers, in general, represent a new type of 
independent third-party endorser who shapes audience attitudes 
through blogs, tweets, and the use of other social media platforms 
(Freeberg et al., 2011). In addition, most of the time they help 
potential customers make a buying decision by influencing their 
opinion, through social networking media through posting pictures 
and videos (More & Lingam, 2017). In this study, social media 
influencer is measured by user specific and content effect for the 
social media video, which created in which the influencer as the main 
character in it. 

Social Media Influencer User Specific in this study refers to 
the role and credibility of the influencers. The study of social media 
influencers has been recently concentrated on the role and the 
characteristic of the influencer itself. Uzunoglu and Kip (2014) explain 
that blog influencers are known as ‘opinion leaders’ who have 
expertise on specific subjects, and able to affect the behavior and 
attitudes of readers. Other than that, Khamis et al. (2017) elaborated 
that social media influencer works to generate a form of ‘celebrity’ 
capital through their authentic ‘personal brand’ in social networks. In 
an extension of that, the influencers' roles have explicitly been defined 
as an opinion leader, micro-celebrity, and social leader by Gulamali 
and Persson (2017) in their extensive study of social media 
influencers. Therefore, based on the theoretical framework, the 
relationship between user specific effect (social media influencers’ 
role) and attitude towards the user specific effect (attitude towards the 
social media influencer) suggested the hypotheses as;  
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H1a:  There is a significant positive relationship between social 
media influencer’s role: opinion leader on customer attitude towards 
social media influencer.  
H1b:  There is a significant positive relationship between social 
media influencer’s role: micro-celebrity and customer attitude towards 
social media influencer. 
H1c:  There is a significant positive relationship between social 
media influencer’s role: social leader and customer attitude towards 
social media influencer. 
 

The social media influencer study has many literature which 
relate to celebrity endorser. Even so, the social media influencer is 
considered as micro-celebrity in most of the studies. Muda et al. 
(2014) highlighted the importance of credibility element in celebrity 
endorsers and proved that the endorser’s credibility has positive 
effects on brand attitude. Furthermore, most studies indicate that 
credibility would indeed have a significant influence on 
communication effectiveness (Pornpitakpan, 2004). Here, Singh & 
Banerjee (2018) have defined the elements of endorsers’ credibility 
as honorable, exquisite personality, and dignified image. Therefore, 
the relationship between user specific effect (social media influencers’ 
credibility) and attitude towards the user specific effect (attitude 
towards the social media influencer) suggested the hypotheses as;  

 
H2a:  There is a significant positive relationship between social 
media influencer's credibility: honorable and customer attitude 
towards social media influencer. 
H2b:  There is a significant positive relationship between social 
media influencer's credibility: exquisite personality and customer 
attitude towards social media influencer. 
H2c:  There is a significant positive relationship between social 
media influencer's credibility: dignified image and customer attitude 
towards social media influencer. 
 

Social Media Content Effect in this study refers to the 
advertising value, which represents the content evaluation in the 
social media video where the influencer exists in it. Van-Tien Dao et 
al., (2014); Ducoffe (1996) described the advertising value as the 
subjective relative utility of advertising to consumers. Additionally, 
Rajala and Westerlund (2010) claim that 'informativeness' and 
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'entertainment' of the advertisement content is a significant predictor 
which is crucial for advertising effectiveness. Here, Van-Tien Dao et 
al., (2014) have clarified that the advertising values consist of three 
elements which comprise 'informativeness', 'entertainment', and 
'credibility'. Therefore, it refers to the theoretical framework, the 
relationship of content effect (advertising values) on attitude towards 
the content effect (attitude towards social media influencer’s video) 
suggests the hypotheses as: 

 
H3a:  There is a significant positive relationship between advertising 
value: informativeness and customer attitude towards social media 
influencer's video. 
H3b:  There is a significant positive relationship between advertising 
value: entertainment and customer attitude towards social media 
influencer's video. 
H3c:  There is a significant positive relationship between advertising 
value: credibility and customer attitude towards social media 
influencer's video. 

 
Consumer Attitude in this study measured two steps of 

attitude based on Attitude-Towards-the-Advertisement Model by 
Mackenzie et al., (1986) referring to the Affect Transfer Hypothesis as 
per suggested by (Leung et al., 2015). Therefore, it refers to the 
theoretical framework the relationship between attitude toward the 
user-specific effect and attitude toward the brand suggested; 
 
H4:  There is a significant positive relationship between customer 
attitude towards social media influencer and customer attitude 
towards Malaysian national car brand 
 

While the relationship between attitude toward the content 
effect and attitude toward the brand suggested; 
 
H5:  There is a significant positive relationship between customer 
attitude towards social media influencer's video and customer attitude 
towards Malaysian national car brand 
 

Brand Love is defined as a strong affection or deep emotional 
attachment consumers have for a particular brand (Caroll and Ahuvia, 
2006). Fournier (1998) at the early brand love study, claims that love 
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as one of the core elements of consumers’ relationships with brands. 
Therefore, this paper chose brand love as the dependent variable, to 
analyse the relationship of consumer attitude within it. 

In the previously explained theory by MacKenzie et al. (1986) 
for Affect Transfer Hypothesis (ATH), there is a direct relationship 
between ‘advertisement exposure’ towards ‘brand recognition’ (Figure 
2). Thus, the hypotheses suggested the independent variables have a 
direct relationship with brand love. Therefore; 

 
H6a:  There is a significant positive relationship between social 
media influencer's role: opinion leader and Malaysian national car 
brand love. 
H6b:  There is a significant positive relationship between social 
media influencer's role: micro-celebrity and Malaysian national car 
brand love.  
H6c:  There is a significant positive relationship between social 
media influencer's role: social leader and Malaysian national car 
brand love. 
H7a:  There is a significant positive relationship between social 
media influencer's credibility: honorable and Malaysian national car 
brand love. 
H7b:  There is a significant positive relationship between social 
media influencer's credibility: exquisite personality and Malaysian 
national car brand love. 
H7c:  There is a significant positive relationship between social 
media influencer's credibility: dignified image and Malaysian national 
car brand love. 
H8a:  There is a significant positive relationship between advertising 
value: informativeness and Malaysian national car brand love.  
H8b:  There is a significant positive relationship between advertising 
value: entertainment and Malaysian national car brand love. 
H8c:  There is a significant positive relationship between advertising 
value: credibility and Malaysian national car brand love. 

 
Through the customer loyalty framework Dick and Basu 

(1994), it is suggested a direct relationship between relative 
consumer attitude and repeat patronage consequences. Therefore: 
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H9:  There is a significant positive relationship between customer 
attitude towards Malaysian national car brand and customer 
repurchase intention. 

While Batra et al. (2012) in the study of Brand Love indicated 
that brand love is the consequences as greater brand repurchase 
intention, willingness to pay a higher price, engagement in positive 
WOM, and resistance to negative information. For this case, it is 
predicted that: 

 
H10:  There is a significant positive relationship between customer 
repurchase intention and brand love. 
 

Below is the full conceptual framework (Figure 4) developed for 
this study: 

 

 
Figure 9 : Conceptual Framework of the Effect of Social Media Influencer 
Roles, Credibility and Advertising Value towards Consumer Attitude and 

Malaysian National Car Brand Love 

3.0 Methodology 
This study uses quantitative methods within primary data with 

a set of questionnaires as measurement tools. The target respondent 
refers to the national car owners who have bought the car in the 
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recent 5 years to study the current new generation car model and as 
well as to match the familiarity with the influencer timeline in the social 
media. For collecting data, at first the respondent will be shown a 
Youtube video where the influencer talks about the national car brand 
while using it. Then, the respondent will be required to answer a set of 
questionnaires related to the influencer from the video. The 
questionnaire's design uses 8 constructs with a total of 57 items in it. 
The details of the construct are as below. 

 
Table 1 : Measurement of study variables 

Construct No of items Sources 
Social Media Influencer Role 9 Gulamali and Perrson 

(2017) 
Social Media Influencer Credibility 15 Singh and Banerjee 

(2018) 
Advertising Value 10 Van-Tien Dao et al. 

(2014) 
Consumer Attitude towards Social Media 
Influencer 

3 Muda (2010) 

Consumer Attitude towards Social Media 
Influencer’s Video 

4 Muda (2010) 

Consumer Attitude towards Brand 7 MacKenzie and Lutz 
(1989) 

Customer Repurchase Intention 5 Sahin et al. (2012) 
Brand Love 4 Kang (2015) 

 
The study planned to start with the pretest and pilot test for 

questionnaire validation. Final data collection will be distributed to 200 
respondents to have at least 119 samples. This sample size was 
considered a minimum sample desirable for medium size effect as 
measured in G*Power (Hair et al., 2009). Zweig and Webster (2003) 
suggested that SEM is a suitable approach to address the research 
question with multiple relationships between the dependent, 
mediating and independent variables. Therefore, the data analysis for 
this study will use structural equations modelling (SEM) method; 
Smart PLS3 to find the significance of the variable relationships and 
the effects based on the explained hypotheses earlier.  

 
4.0 Conclusion 

The framework generated by this study extends the study on 
marketing strategy, which concentrated on social media influencer 
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either in the term of ‘user specific effect’ or ‘content effect’. Besides, 
the details of the study proposed for Malaysian automotive brands, 
which could benefit the Malaysian national car manufacturer to 
enhance their marketing strategy. The research on role and credibility 
elements of social media influencer would help the marketer to select 
the best characteristic of social media influencer as representative or 
ambassador to their brand. After all, investing in social media 
influencers have been proven as a cost-effective marketing strategy, 
according to many scholars. While the study on advertising value for 
social media video would help the influencers to enhance their video 
content to attract more viewers hence, to influence them to buy the 
brand. The study of brand love suggests sustainable brand 
recognition, in which a wider area and more important than purchase 
intention and brand satisfaction alone.  
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