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The increasing reliance on influencer marketing has created new 

opportunities for small and medium-sized enterprises (SMEs) to 

promote products through social media platforms. However, the 

effectiveness of influencer promotions depends largely on how 

consumers perceive the professionalism and credibility of the influencer 

presenting the promotional content. This study investigates the 

relationship between perceived micro-influencer professionalism and 

consumer responses toward SME cosmetic brands promoted on 

Instagram. A quantitative survey design was employed, and data were 

collected from 100 Malaysian social media users who regularly engage 

with influencer-generated promotional content. The study examined 

multiple dimensions of influencer professionalism, including content 

accuracy, demonstration quality, transparency disclosure, 

professionalism and brand alignment, message consistency, 

engagement quality, influencer trustworthiness, and ethical 

expectations. Pearson correlation analysis was conducted to evaluate 

the relationships between these constructs and two consumer outcome 

variables: brand perception and purchase intention. The results indicate 

that all examined professionalism constructs demonstrate statistically 

significant positive relationships with both brand perception and 

purchase intention (p < 0.001). Demonstration quality and influencer 
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trustworthiness were found to have the strongest relationships with 

brand perception, while ethical expectations and demonstration quality 

showed the strongest associations with purchase intention. These 

findings suggest that professional influencer communication plays a 

critical role in shaping consumer trust and behavioural responses in 

digital marketing environments. The study provides practical insights 

for SMEs seeking to enhance the effectiveness of influencer 

collaborations by prioritising professionalism and credibility in 

promotional strategies. 
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Introduction  

 

The rapid expansion of social media platforms has significantly transformed contemporary 

marketing practices, particularly for small and medium-sized enterprises (SMEs) that rely on 

cost-effective digital strategies to promote their products and services. Among these strategies, 

influencer marketing has emerged as a dominant approach for reaching targeted audiences 

through social media platforms such as Instagram, TikTok, and YouTube. Influencers act as 

intermediaries between brands and consumers, presenting promotional content in formats that 

are perceived as more relatable and authentic than traditional advertising. For SMEs operating 

in competitive industries such as cosmetics and skincare, influencer collaborations offer an 

accessible pathway to increase product visibility and build consumer trust within digital 

marketplaces. 

 

The cosmetic industry represents a particularly relevant context for influencer marketing 

research because consumer purchasing decisions are frequently influenced by perceived 

product safety, credibility, and authenticity. Unlike many consumer goods, cosmetic products 

involve personal health considerations and potential physical effects, such as allergic reactions 

or skin irritation. Consequently, consumers often experience higher levels of perceived risk 

when evaluating cosmetic products online. When direct product evaluation is not possible, 

consumers rely on external cues such as influencer recommendations, peer reviews, and brand 

reputation to form judgements about product quality and reliability. In this environment, the 

professionalism of influencers becomes an important factor shaping how consumers interpret 

promotional messages and assess the credibility of the endorsed brand. 

Micro-influencers, typically defined as social media users with smaller but highly engaged 

follower communities, have become increasingly attractive partners for SMEs due to their 
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perceived authenticity and niche audience connections. Compared with celebrity influencers, 

micro-influencers often maintain closer relationships with their followers and are perceived as 

more trustworthy and relatable. This perceived authenticity can enhance audience engagement 

and increase the persuasive effectiveness of promotional content. However, the effectiveness 

of micro-influencer marketing is not solely determined by follower count or audience reach. 

Instead, the professionalism demonstrated by influencers in their promotional activities plays 

a crucial role in shaping consumer perceptions and responses. 

 

Professionalism in influencer marketing can manifest through several observable behaviours 

and content characteristics. These include the accuracy of product information presented in 

promotional posts, the clarity of product demonstrations, transparent disclosure of sponsorship 

relationships, consistency in messaging, and ethical presentation of promotional claims. When 

influencers communicate in a professional and responsible manner, consumers may perceive 

the endorsed products as more credible and trustworthy. Conversely, poorly executed 

promotional content or misleading product claims may reduce consumer confidence and 

negatively affect brand perception. 

 

Existing research on influencer marketing has emphasised the importance of credibility, 

trustworthiness, and authenticity as determinants of consumer persuasion and purchasing 

behaviour. Influencer credibility has been linked to increased consumer engagement, stronger 

brand attitudes, and higher purchase intentions across various digital marketing contexts. 

However, much of the existing literature has focused on influencer popularity or parasocial 

relationships rather than the specific professional behaviours that contribute to credibility 

formation. As a result, there remains a need for empirical research examining how distinct 

dimensions of influencer professionalism influence consumer perception and behavioural 

outcomes, particularly within SME marketing environments. 

 

Recent developments in digital marketing research indicate that influencer marketing has 

evolved into a complex ecosystem involving credibility signals, audience engagement 

mechanisms, and trust-building strategies that influence consumer decision-making processes. 

Social media influencers function not only as promotional intermediaries but also as opinion 

leaders who shape how consumers interpret product information in online environments. Lou 

and Yuan (2019) emphasise that influencer credibility plays a significant role in shaping brand 

attitudes and purchase intention, particularly when followers perceive the influencer as 

knowledgeable and trustworthy. Similarly, De Veirman, Cauberghe, and Hudders (2017) found 

that influencer characteristics such as perceived expertise and authenticity significantly affect 

consumer responses to sponsored content. These findings suggest that the effectiveness of 

influencer marketing campaigns is closely tied to how audiences evaluate the professionalism 

and credibility of influencers delivering promotional messages. For SMEs operating in highly 

competitive industries such as cosmetics and skincare, establishing credibility through 

influencer partnerships may therefore be essential for gaining consumer trust and improving 

brand visibility within digital marketplaces. 

 

This research gap is especially relevant in the Malaysian cosmetic SME sector, where smaller 

brands often compete with established international companies while operating with limited 

marketing resources. SMEs frequently collaborate with micro-influencers as a cost-effective 

strategy to build brand awareness and establish legitimacy among consumers. While influencer 

marketing campaigns are widely used by these businesses, limited empirical research has 

examined which aspects of influencer professionalism most strongly influence consumer 
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evaluations of SME cosmetic brands. Understanding these relationships is important for SMEs 

seeking to optimise influencer partnerships and enhance the credibility of their marketing 

communications. 

 

Accordingly, this study investigates the relationship between perceived micro-influencer 

professionalism and consumer responses toward SME cosmetic brands promoted on Instagram. 

Using survey data collected from Malaysian social media users, the study examines how 

various professionalism-related attributes of influencer promotional content influence two key 

consumer outcomes: brand perception and purchase intention. By analysing these relationships 

through Pearson correlation analysis, the study aims to identify which dimensions of influencer 

professionalism most strongly contribute to positive consumer evaluations of SME cosmetic 

products. 

 

From a theoretical perspective, this research contributes to the broader literature on influencer 

marketing and consumer behaviour by clarifying how professionalism functions as a 

credibility-enhancing mechanism within digital promotional environments. While existing 

studies have emphasised the role of influencer popularity or social attractiveness, the present 

study highlights the importance of professional communication practices in shaping consumer 

trust and perception. The findings therefore extend understanding of influencer credibility by 

identifying specific behavioural attributes that influence consumer responses within social 

media marketing contexts. 

 

From a practical standpoint, the findings of this study provide valuable insights for SMEs 

seeking to improve the effectiveness of influencer collaborations. By identifying the 

professionalism attributes that most strongly influence consumer perception and purchase 

intention, SME marketers can develop clearer guidelines for selecting influencers and 

designing promotional campaigns. Such insights are particularly relevant for cosmetic SMEs 

operating in competitive online environments where consumer trust and perceived product 

credibility are essential for successful brand positioning. 

 

The remainder of this paper is organised as follows. The next section reviews relevant literature 

on influencer professionalism, consumer trust, and brand perception within social media 

marketing contexts. This is followed by a description of the research methodology and survey 

design. The results section then presents the statistical analysis examining the relationships 

between influencer professionalism constructs and consumer outcomes. Finally, the discussion 

and conclusion sections interpret the findings and outline theoretical and practical implications 

for SME influencer marketing strategies. 

 

Literature Review 

 

Influencer Marketing in SME Branding 

 

The expansion of social media platforms has transformed how businesses communicate with 

consumers, particularly for small and medium-sized enterprises (SMEs) that rely on cost-

efficient promotional strategies. Influencer marketing has become a widely adopted approach 

in digital branding, enabling firms to leverage the credibility and audience reach of social media 

personalities to promote products and services. Influencers function as opinion leaders who can 

shape consumer attitudes, increase brand awareness, and influence purchasing behaviour 

through the content they share with their followers. 
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For SMEs, influencer collaborations offer several advantages compared with traditional 

advertising channels. Influencers typically operate within niche communities where followers 

share specific interests, allowing brands to reach more targeted audiences. Research has shown 

that influencer marketing can generate stronger engagement rates than conventional advertising 

because followers often perceive influencer recommendations as more authentic and relatable 

(Lou & Yuan, 2019). In addition, influencer-generated content tends to blend seamlessly with 

everyday social media communication, which reduces resistance to promotional messaging and 

increases consumer receptiveness. 

 

Within the cosmetic and skincare industries, influencer marketing has become particularly 

influential because product evaluation often relies on visual demonstration and experiential 

feedback. Consumers frequently turn to influencers for product reviews, application tutorials, 

and personal recommendations before making purchasing decisions. As a result, influencers 

can significantly shape consumer perceptions of product credibility and effectiveness (De 

Veirman, Cauberghe, & Hudders, 2017). For SME cosmetic brands that lack strong brand 

recognition, influencer endorsements may therefore serve as an important mechanism for 

building consumer trust and legitimacy in competitive digital marketplaces. 

 

However, while influencer marketing offers substantial benefits for SMEs, its effectiveness 

depends on the perceived credibility of the influencer and the quality of the promotional content 

produced. Poorly executed promotional posts or misleading endorsements may undermine 

consumer confidence and negatively affect brand perception. Consequently, understanding the 

professional attributes that contribute to effective influencer marketing has become an 

important research area within digital marketing and consumer behaviour studies. 

 

Micro-Influencer Professionalism 

 

Micro-influencers are commonly defined as social media users with relatively smaller follower 

bases, typically ranging from several thousand to around one hundred thousand followers. 

Despite having smaller audiences compared with celebrity influencers, micro-influencers often 

achieve higher engagement rates due to their closer relationships with followers and more 

specialised content niches. This perceived authenticity has made micro-influencers attractive 

partners for SMEs seeking to reach specific consumer segments while maintaining marketing 

cost efficiency (Abidin, 2016). 

 

Professionalism in influencer marketing refers to the degree to which influencers present 

promotional content in a responsible, transparent, and credible manner. Professional influencer 

behaviour may include providing accurate product information, demonstrating product usage 

clearly, maintaining consistency in messaging, and disclosing sponsored relationships when 

applicable. These behaviours contribute to the overall perception that an influencer operates 

with integrity and professionalism, which can strengthen consumer trust in the endorsed 

product or brand. 

 

Content accuracy is a particularly important dimension of influencer professionalism. 

Consumers rely on influencer posts as informal sources of product information, especially in 

industries where product performance cannot be easily verified before purchase. When 

influencers provide accurate and detailed descriptions of product features, ingredients, or usage 

instructions, consumers may perceive the content as more informative and reliable. Conversely, 
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exaggerated or misleading claims may reduce credibility and lead to scepticism among 

followers. 

 

Product demonstration quality also contributes to professionalism by helping consumers 

understand how a product functions in real-world contexts. In the cosmetic sector, influencers 

frequently demonstrate product application techniques, visual results, and usage routines. Clear 

demonstrations can reduce consumer uncertainty by allowing potential buyers to observe how 

a product performs during use. Studies have suggested that visual product demonstrations can 

enhance consumer understanding and strengthen purchase intention by reducing perceived risk 

(Djafarova & Rushworth, 2017). 

 

Transparency and disclosure represent another key component of professional influencer 

behaviour. Regulatory guidelines in many countries require influencers to disclose sponsored 

content to ensure transparency in advertising practices. Transparent disclosure can improve 

consumer trust by signalling honesty and ethical marketing behaviour. When influencers 

openly acknowledge promotional partnerships, audiences may perceive the communication as 

more authentic and trustworthy rather than deceptive or manipulative. 

 

Additional elements of professionalism include message consistency, engagement quality, and 

ethical presentation of promotional claims. Influencers who maintain consistent messaging 

across posts are more likely to be perceived as credible and dependable communicators. 

Similarly, meaningful engagement with followers through comments, responses, and 

interactive communication can strengthen parasocial relationships and increase audience 

loyalty. Ethical promotional behaviour, including avoidance of exaggerated claims or 

misleading endorsements, further contributes to positive perceptions of influencer integrity. 

 

Recent research has further highlighted that professionalism in influencer communication can 

significantly influence consumer perceptions of authenticity and credibility. Djafarova and 

Rushworth (2017) observed that consumers tend to trust influencers who present content in a 

transparent and relatable manner, particularly when influencers demonstrate genuine 

experience with the promoted product. Similarly, Sokolova and Kefi (2020) reported that 

perceived influencer credibility and transparency positively affect consumer attitudes toward 

sponsored posts on social media platforms. Professional communication practices such as 

accurate product descriptions, honest evaluations, and transparent disclosure of sponsored 

content contribute to building long-term trust between influencers and their audiences. In 

contrast, deceptive or exaggerated promotional practices may undermine influencer credibility 

and weaken the persuasive impact of marketing messages. These findings reinforce the 

importance of examining professionalism-related attributes of influencer content as 

determinants of consumer trust and behavioural responses in digital marketing environments. 

 

Consumer Trust and Brand Perception 

 

Trust plays a central role in consumer decision-making processes, particularly in online 

environments where information asymmetry and uncertainty are common. In digital 

marketplaces, consumers frequently rely on external cues to evaluate the credibility of products 

and brands. Influencers can serve as such cues because they function as intermediaries who 

interpret and present product information to audiences in a more relatable format. 

Brand perception refers to the overall impression consumers form about a brand based on 

available information, experiences, and external signals. Influencer endorsements can 
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significantly shape brand perception by associating the promoted product with the influencer's 

personal credibility and reputation. When consumers trust an influencer, they may transfer this 

trust to the endorsed brand, resulting in more favourable evaluations of product quality and 

reliability (Erdem & Swait, 2004). 

 

Research in influencer marketing has consistently demonstrated that perceived influencer 

credibility positively influences consumer attitudes toward advertised products. Influencers 

who are perceived as knowledgeable, trustworthy, and authentic tend to generate stronger 

persuasive effects. These characteristics contribute to consumer confidence in the promotional 

message and reduce scepticism toward marketing claims (Ohanian, 1990). 

 

For SME cosmetic brands, positive brand perception is especially important because smaller 

firms often lack established reputations compared with multinational competitors. Influencer 

collaborations can therefore serve as credibility-building mechanisms by associating the SME 

brand with trusted social media personalities. If influencer professionalism enhances 

perceptions of reliability and authenticity, consumers may become more receptive to the 

endorsed product and develop more favourable brand attitudes. 

 

Purchase Intention in Influencer Marketing 

 

Purchase intention refers to a consumer’s willingness or likelihood to purchase a product 

following exposure to marketing stimuli. It is commonly used as a behavioural indicator in 

consumer research because it reflects the extent to which consumers consider a product as a 

potential purchase option. Within influencer marketing contexts, purchase intention often 

emerges as the outcome of a chain of psychological processes involving credibility evaluation, 

trust formation, and brand perception. 

 

The Theory of Planned Behaviour suggests that behavioural intentions are influenced by 

attitudes, subjective norms, and perceived behavioural control (Ajzen, 1991). In digital 

marketing environments, influencer endorsements can shape consumer attitudes toward 

products by presenting persuasive messages that highlight product benefits and social approval. 

When followers perceive influencers as credible and trustworthy, they may be more inclined 

to accept the promotional message and consider purchasing the endorsed product. 

 

Previous studies have found that influencer credibility positively affects purchase intention 

through mechanisms such as trust, engagement, and perceived authenticity. For instance, Lou 

and Yuan (2019) found that influencer credibility significantly enhances brand attitudes and 

purchase intention among social media users. Similarly, De Veirman et al. (2017) demonstrated 

that influencer characteristics influence consumer perceptions of brand value and purchase 

likelihood. 

 

In the context of SME cosmetic marketing, purchase intention may be particularly sensitive to 

perceived professionalism in influencer content. Consumers evaluating skincare or cosmetic 

products often seek reassurance regarding product safety, effectiveness, and reliability. 

Professional influencer presentations that provide accurate information, transparent 

communication, and ethical promotion may therefore strengthen consumer confidence and 

increase willingness to purchase the product. 
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Hypothesis Development 

 

Based on the preceding literature, influencer professionalism can be conceptualised as a 

multidimensional construct encompassing several observable behavioural attributes. These 

attributes include content accuracy, demonstration quality, transparency and disclosure, 

professionalism and brand alignment, message consistency, engagement quality, influencer 

trustworthiness, and ethical expectations. Each of these dimensions may influence how 

consumers evaluate influencer-promoted brands and whether they develop purchase intentions 

toward the endorsed products. 

 

Professional influencer behaviour can strengthen consumer trust by reducing uncertainty and 

improving the credibility of promotional content. When consumers perceive influencer content 

as accurate, transparent, and professionally presented, they may form more favourable 

perceptions of the endorsed brand. Consequently, the following hypotheses are proposed 

regarding the relationship between influencer professionalism constructs and brand perception: 

 

H1: Content accuracy positively influences brand perception. 

H2: Demonstration quality positively influences brand perception. 

H3: Transparency and disclosure positively influence brand perception. 

H4: Professionalism and brand alignment positively influence brand perception. 

H5: Message consistency positively influences brand perception. 

H6: Engagement quality positively influences brand perception. 

H7: Influencer trustworthiness positively influences brand perception. 

H8: Ethical expectations positively influence brand perception. 

Similarly, professionalism attributes may influence consumers’ behavioural responses by 

increasing confidence in the promoted product and reducing perceived risk. As consumers 

develop more favourable evaluations of the influencer and the promotional message, they may 

become more willing to purchase the endorsed product. Accordingly, the following hypotheses 

are proposed regarding the relationship between influencer professionalism constructs and 

purchase intention: 

 

H9: Content accuracy positively influences purchase intention. 

H10: Demonstration quality positively influences purchase intention. 

H11: Transparency and disclosure positively influence purchase intention. 

H12: Professionalism and brand alignment positively influence purchase intention. 

H13: Message consistency positively influences purchase intention. 

H14: Engagement quality positively influences purchase intention. 

H15: Influencer trustworthiness positively influences purchase intention. 

H16: Ethical expectations positively influence purchase intention. 

These hypotheses are empirically tested using survey data collected from Malaysian social 

media users who regularly engage with influencer content on Instagram. 
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Methodology 

 

Research Design 

 

This study employed a quantitative survey research design to examine the relationship between 

perceived micro-influencer professionalism and consumer responses toward SME cosmetic 

brands promoted on Instagram. A structured questionnaire was used to collect data from social 

media users who regularly engage with influencer-generated promotional content. Survey-

based research is commonly applied in digital marketing studies to analyse consumer 

perceptions, attitudes, and behavioural intentions in online environments. 

 

The research design focused on identifying the relationships between multiple dimensions of 

influencer professionalism and two key consumer outcome variables, namely brand perception 

and purchase intention. Pearson correlation analysis was used to evaluate the strength and 

significance of the relationships between the predictor constructs and the outcome variables. 

This analytical approach is appropriate for examining associations between variables measured 

using Likert-scale survey items and is widely used in social science research. 

 

The constructs examined in this study represent observable attributes of influencer 

professionalism in promotional content. These include content accuracy, demonstration quality, 

transparency and disclosure, professionalism and brand alignment, message consistency, 

engagement quality, influencer trustworthiness, and ethical expectations. These constructs 

were analysed in relation to consumers’ perceptions of SME cosmetic brands and their purchase 

intention toward the promoted products. 

 

Participants and Sampling 

 

Data were collected from Malaysian social media users who were familiar with influencer-

generated promotional content on Instagram. Participants were recruited through online 

distribution of the questionnaire using social media platforms and digital communication 

channels. Participation in the survey was voluntary, and respondents were required to confirm 

that they had prior exposure to influencer content related to cosmetic or skincare products 

before completing the questionnaire. 

 

A total of 100 valid responses were obtained and included in the final analysis. The 

demographic profile of respondents reflects a sample that is highly relevant to influencer 

marketing contexts. Female respondents constituted the majority of the sample (71%), while 

male respondents accounted for 29%. In terms of age distribution, the largest group of 

respondents was aged between 25 and 34 years (34%), followed by those aged 35 to 44 years 

(27%), respondents aged 45 years and above (20%), and respondents aged 18 to 24 years 

(19%). 

 

Instagram usage among participants was relatively frequent, indicating that respondents were 

familiar with influencer-generated promotional content. Approximately 34% of respondents 

reported using Instagram several days per week, while 29% indicated daily usage. Regarding 

educational background, most respondents possessed a bachelor’s degree (44%), followed by 

diploma qualifications (29%), secondary school education (16%), and postgraduate 

qualifications (11%). Geographically, more than half of respondents resided in Selangor (53%), 

followed by Kuala Lumpur (14%), Johor (8%), Perak (7%), and other Malaysian states (11%). 
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The demographic profile suggests that the respondents represent digitally active consumers 

who are likely to encounter influencer marketing content on social media platforms. 

 

Survey Instrument and Measurement 

 

The questionnaire was developed based on constructs derived from existing literature on 

influencer marketing, source credibility, and consumer behaviour. All constructs were 

measured using multiple items on a five-point Likert scale ranging from 1 (strongly disagree) 

to 5 (strongly agree). This scale format allows respondents to indicate the degree to which they 

agree with statements related to influencer behaviour and consumer perceptions. 

 

The survey instrument measured eight dimensions of perceived micro-influencer 

professionalism: content accuracy, demonstration quality, transparency and disclosure, 

professionalism and brand alignment, message consistency, engagement quality, influencer 

trustworthiness, and ethical expectations. Each construct consisted of three to six measurement 

items designed to capture different aspects of influencer promotional behaviour. 

 

Content accuracy refers to the extent to which influencer posts provide correct and reliable 

information regarding product features, usage, and performance. Demonstration quality 

evaluates the clarity and effectiveness with which influencers demonstrate product usage in 

promotional content. Transparency and disclosure measure the extent to which influencers 

clearly communicate sponsorship relationships and promotional intent. Professionalism and 

brand alignment assess whether influencer behaviour and communication style align with the 

values and image of the endorsed brand. 

 

Message consistency examines whether influencers maintain coherent and stable messaging 

across promotional posts, while engagement quality reflects the level of interaction and 

responsiveness between influencers and their audience. Influencer trustworthiness captures the 

perceived honesty and credibility of the influencer, and ethical expectations measure whether 

promotional content adheres to responsible and ethical communication practices. 

 

In addition to these predictor constructs, two consumer outcome variables were measured. 

Brand perception evaluates respondents’ overall evaluation of the SME cosmetic brand 

promoted by influencers, while purchase intention assesses the likelihood that respondents 

would consider purchasing the promoted product. 

 

Reliability Analysis 

 

Reliability analysis was conducted to evaluate the internal consistency of the measurement 

constructs used in the survey instrument. Cronbach’s alpha was calculated for each construct 

to determine the extent to which the measurement items consistently represent the underlying 

variables. Cronbach’s alpha values above 0.70 are generally considered acceptable for social 

science research. 

 

The reliability results indicated strong internal consistency across all constructs. Cronbach’s 

alpha values ranged from 0.849 to 0.934, indicating very good to excellent reliability levels. 

Engagement quality demonstrated the highest reliability (α = 0.934), followed by influencer 

trustworthiness (α = 0.929) and message consistency (α = 0.910). Other constructs such as 

content accuracy (α = 0.880), transparency disclosure (α = 0.853), and ethical expectations (α 
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= 0.849) also exceeded the recommended threshold. These results confirm that the 

measurement instrument is reliable and suitable for further statistical analysis. 

 

Data Analysis 

 

The collected survey data were analysed using descriptive statistics and Pearson correlation 

analysis. Descriptive statistics were used to summarise the demographic characteristics of 

respondents and provide an overview of the measurement constructs. Pearson correlation 

analysis was then conducted to examine the relationships between influencer professionalism 

constructs and the consumer outcome variables of brand perception and purchase intention. 

 

Pearson correlation coefficients were calculated to determine the strength and direction of the 

relationships between the variables. Statistical significance was assessed using p-values to 

evaluate whether the observed relationships were meaningful. A significance level of p < 0.05 

was used as the threshold for hypothesis testing. This analysis enabled the study to identify 

which dimensions of influencer professionalism have the strongest relationships with consumer 

perceptions and behavioural intentions toward SME cosmetic brands promoted on Instagram. 

 

While Pearson correlation analysis is appropriate for examining the strength and direction of 

relationships between variables, it does not establish causal relationships. However, this 

approach is suitable for exploratory research aimed at identifying significant associations 

among constructs. The findings of this study therefore provide a foundational understanding of 

the relationships between influencer professionalism and consumer responses, which may be 

further examined using more advanced analytical techniques such as regression analysis or 

structural equation modelling in future research. 

 

Results 

 

Respondent Demographic Profile 

 

A total of 100 valid responses were analysed in this study. The demographic characteristics of 

the respondents are summarised in the figures below. Figure 1 shows that female respondents 

constituted the majority of the sample, accounting for 71% of participants, while male 

respondents represented 29%. Figure 2 shows that the largest group of respondents falls within 

the 25–34 years age category (34%), followed by respondents aged 35–44 years (27%), 

respondents aged 45 years and above (20%), and respondents aged 18–24 years (19%). 

 

The respondents also demonstrated relatively frequent engagement with Instagram, indicating 

familiarity with influencer-generated promotional content. Figure 3 shows approximately 34% 

of participants reported using Instagram several days per week, while 29% indicated daily 

usage. A further 18% reported using Instagram about once per week, while 19% reported rarely 

using the platform. 

 

With regard to educational background, Figure 4 shows that the majority of respondents 

possessed a bachelor’s degree (44%), followed by diploma holders (29%). Secondary school 

graduates accounted for 16% of respondents, while 11% reported postgraduate qualifications. 

Geographically, Figure 5 shows more than half of the respondents were located in Selangor 

(53%), followed by Kuala Lumpur (14%), Johor (8%), Perak (7%), and other Malaysian states 
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(11%). The demographic distribution suggests that the sample consists primarily of digitally 

active consumers who are likely to encounter influencer marketing content on Instagram. 

 

 

Figure 1: Gender Distribution 
 

 

Figure 2: Age Distribution 
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Figure 3: Instagram Engagement Levels 

 

 

Figure 4: Education Level Distribution 
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Figure 5: State of Residence Distribution 

 

Reliability Analysis 

 

Reliability analysis was conducted to assess the internal consistency of the measurement 

constructs used in the survey instrument. Cronbach’s alpha coefficients were calculated for 

each construct to determine whether the measurement items reliably represent the underlying 

variables. Values above 0.70 are generally considered acceptable for social science research. 

 

The results of the reliability analysis indicate strong internal consistency across all constructs 

included in the study. As shown in Figure 6, Cronbach’s alpha values ranged from 0.849 to 

0.934. The engagement quality construct demonstrated the highest reliability (α = 0.934), 

followed by influencer trustworthiness (α = 0.929) and message consistency (α = 0.910). Other 

constructs, including demonstration quality (α = 0.904), professionalism and brand alignment 

(α = 0.900), and content accuracy (α = 0.880), also exhibited excellent reliability levels. 

 

Similarly, transparency disclosure (α = 0.853), purchase intention (α = 0.861), and ethical 

expectations (α = 0.849) demonstrated reliability levels well above the recommended 

threshold. These results indicate that the survey instrument exhibits strong internal consistency 

and that the measurement constructs are suitable for further statistical analysis. 
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Figure 6: Visual Representation of Cronbach’s Alpha Values for All Measurement 

Constructs, Indicating Strong Internal Consistency Across the Survey Instrument 

 

Pearson Correlation Analysis and Hypothesis Testing 

Pearson correlation analysis was conducted to examine the relationships between micro-

influencer professionalism constructs and the two consumer outcome variables: brand 

perception and purchase intention. The correlation coefficients and significance levels are 

presented in a form of a heatmap in Figure 7. 

 

The results reveal that all influencer professionalism constructs demonstrate significant 

positive relationships with both brand perception and purchase intention at the p < 0.001 level. 

These findings indicate that higher levels of perceived influencer professionalism are 

associated with more favourable consumer perceptions and stronger purchase intentions toward 

SME cosmetic products promoted on Instagram. 

 

Among the examined constructs, demonstration quality showed the strongest relationship with 

brand perception (r = 0.821), followed closely by influencer trustworthiness (r = 0.813). 

Content accuracy (r = 0.779), professionalism and brand alignment (r = 0.768), and message 

consistency (r = 0.755) also demonstrated strong positive correlations with brand perception. 

Ethical expectations (r = 0.720), engagement quality (r = 0.711), and transparency disclosure 

(r = 0.699) similarly exhibited significant positive relationships with brand perception. 

 

In terms of purchase intention, ethical expectations demonstrated the strongest correlation (r = 

0.756), indicating that consumers are more likely to consider purchasing influencer-promoted 

products when promotional content is perceived as ethically responsible. Demonstration 

quality also showed a strong relationship with purchase intention (r = 0.704), followed by 

influencer trustworthiness (r = 0.698) and professionalism and brand alignment (r = 0.665). 

Content accuracy (r = 0.638), message consistency (r = 0.607), engagement quality (r = 0.594), 
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and transparency disclosure (r = 0.581) also exhibited significant positive correlations with 

purchase intention. 

 

Overall, the results support all sixteen hypotheses proposed in this study. The findings suggest 

that multiple dimensions of influencer professionalism contribute significantly to the formation 

of positive brand perceptions and increased purchase intention among consumers exposed to 

influencer-promoted SME cosmetic products. 

 

 

Figure 7: Heatmap of Pearson Correlation Coefficients Between Influencer 

Professionalism Constructs and Consumer Outcome Variables, Where Darker Shading 

Represents Stronger Positive Relationships 

 

The heatmap provides a visual summary of the correlation strength, allowing for easier 

comparison of the relative influence of each professionalism construct on brand perception and 

purchase intention. 

 

Discussion 

 

Influence of Micro-Influencer Professionalism on Brand Perception 

 

The findings of this study indicate that multiple dimensions of perceived micro-influencer 

professionalism significantly influence consumer perceptions of SME cosmetic brands 

promoted on Instagram. All professionalism constructs examined in the study demonstrated 

strong positive relationships with brand perception, suggesting that consumers evaluate 

influencer-endorsed brands not only based on the product itself but also on the perceived 

professionalism of the influencer presenting the promotional content. 
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Among the examined constructs, demonstration quality exhibited the strongest correlation with 

brand perception. This finding suggests that clear and effective product demonstrations play a 

critical role in shaping consumer evaluations of cosmetic products promoted through social 

media. In the context of skincare and cosmetic marketing, visual demonstrations allow 

consumers to observe product usage and potential outcomes, thereby reducing uncertainty and 

perceived risk associated with online purchases. When influencers present detailed and visually 

informative demonstrations, consumers may perceive the endorsed products as more credible 

and reliable. 

 

Influencer trustworthiness also demonstrated a strong positive relationship with brand 

perception. This finding aligns with previous research indicating that the perceived credibility 

of a message source significantly influences consumer attitudes toward endorsed brands 

(Ohanian, 1990). When consumers perceive influencers as honest, reliable, and knowledgeable, 

they are more likely to transfer this trust to the promoted brand. For SME cosmetic brands that 

may lack strong brand recognition, influencer trustworthiness therefore becomes a crucial 

factor in establishing credibility and legitimacy in the marketplace. 

 

Other professionalism attributes, including content accuracy, professionalism and brand 

alignment, and message consistency, also showed strong correlations with brand perception. 

These results suggest that consumers pay attention to the overall quality and coherence of 

influencer promotional communication. Accurate product information and consistent 

messaging contribute to perceptions that influencers are knowledgeable and responsible 

communicators, which in turn enhances the credibility of the endorsed brand. 

 

Transparency and disclosure also demonstrated a positive relationship with brand perception. 

This finding supports the view that transparent communication regarding sponsorship 

relationships may enhance consumer trust rather than diminish it. When influencers clearly 

disclose promotional partnerships, consumers may perceive the communication as more honest 

and ethically responsible, which contributes to more favourable brand evaluations. 

 

The findings of this study are consistent with previous research emphasising the importance of 

credibility in influencer marketing effectiveness. Lou and Yuan (2019) demonstrated that 

influencer credibility positively influences consumer attitudes toward sponsored brands and 

enhances purchase intention through trust-based mechanisms. Similarly, De Veirman et al. 

(2017) reported that perceived influencer authenticity can significantly strengthen consumer 

engagement and brand perception within social media environments. These studies support the 

argument that influencer professionalism functions as a credibility signal that reduces 

consumer uncertainty during online product evaluation. When influencers present promotional 

content in a clear, informative, and ethically responsible manner, consumers may interpret these 

behaviours as indicators of trustworthiness and expertise. As a result, professional influencer 

communication can strengthen consumer confidence in the promoted brand and enhance 

overall brand perception. 

 

Influence of Influencer Professionalism on Purchase Intention 

 

The results of this study also indicate that perceived influencer professionalism significantly 

influences consumers’ purchase intention toward SME cosmetic products promoted through 

Instagram. All examined constructs demonstrated statistically significant positive relationships 
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with purchase intention, suggesting that professionalism-related attributes of influencer content 

play an important role in shaping consumers’ behavioural responses. 

 

Among the constructs examined, ethical expectations demonstrated the strongest relationship 

with purchase intention. This finding highlights the importance of ethical promotional practices 

in influencer marketing environments. Consumers may become more willing to purchase 

products when they perceive influencer content as responsible and trustworthy. Ethical 

presentation of promotional claims, avoidance of exaggerated promises, and responsible 

communication regarding product benefits may therefore strengthen consumer confidence and 

increase willingness to purchase the endorsed product. 

 

Demonstration quality also demonstrated a strong correlation with purchase intention, 

reinforcing the importance of visually informative promotional content in influencer 

marketing. When consumers are able to observe how a product is used and understand its 

potential benefits, they may develop greater confidence in the product’s effectiveness. This 

increased confidence may translate into stronger purchase intentions. 

 

Influencer trustworthiness similarly showed a strong relationship with purchase intention. This 

finding supports the argument that trust serves as a key mechanism through which influencer 

marketing affects consumer behaviour. When consumers trust the influencer presenting the 

promotional message, they may be more inclined to accept the product recommendation and 

consider purchasing the endorsed item. 

 

Other professionalism attributes, including professionalism and brand alignment, content 

accuracy, message consistency, engagement quality, and transparency disclosure, also 

demonstrated significant positive relationships with purchase intention. These results suggest 

that consumers evaluate influencer marketing campaigns holistically, considering multiple 

aspects of influencer behaviour and communication when forming purchase decisions. 

 

Theoretical Implications 

 

The findings of this study contribute to the existing literature on influencer marketing and 

consumer behaviour by providing empirical evidence regarding the role of professionalism in 

shaping consumer responses to influencer-promoted brands. While previous research has often 

focused on influencer popularity, follower count, or parasocial relationships, the present study 

highlights the importance of specific professional attributes of influencer communication. 

 

The results support the relevance of source credibility theory, which suggests that the 

persuasiveness of a message is influenced by the perceived expertise, trustworthiness, and 

credibility of the message source (Ohanian, 1990). In the context of influencer marketing, 

professionalism-related attributes such as content accuracy, transparency, and ethical 

communication can strengthen perceptions of credibility and therefore enhance persuasive 

effectiveness. 

 

Furthermore, the findings align with the Elaboration Likelihood Model, which explains how 

consumers process persuasive messages through central and peripheral routes (Petty & 

Cacioppo, 1986). In fast-paced social media environments, consumers may rely on heuristic 

cues when evaluating promotional content. Professional influencer behaviour may function as 
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such cues, signalling credibility and reliability even when consumers do not conduct extensive 

evaluation of the promotional message. 

 

Practical Implications for SME Marketing 

 

The findings of this study offer important practical implications for SMEs seeking to leverage 

influencer marketing as part of their digital marketing strategies. First, the results suggest that 

SMEs should prioritise influencer professionalism when selecting collaboration partners. 

Rather than focusing solely on follower counts or popularity metrics, SMEs should evaluate 

whether influencers demonstrate professionalism in their promotional communication. 

 

Second, the strong influence of demonstration quality suggests that SMEs should encourage 

influencers to provide clear and informative product demonstrations in promotional posts. 

Visual demonstrations can help consumers understand product features and reduce uncertainty 

regarding product performance, which may increase consumer confidence and purchase 

intention. 

 

Third, transparency and ethical communication should be emphasised in influencer marketing 

collaborations. Encouraging influencers to clearly disclose promotional partnerships and 

present honest product information may enhance consumer trust and strengthen brand 

credibility. In the long term, ethical influencer marketing practices may contribute to 

sustainable brand relationships with consumers. 

 

Finally, SMEs should recognise that influencer marketing effectiveness depends on multiple 

interacting factors rather than a single influencer characteristic. Professional communication, 

credible presentation, audience engagement, and ethical promotional practices collectively 

contribute to positive consumer perceptions and behavioural outcomes. 

 

Conclusion  

 

This study examined the relationship between perceived micro-influencer professionalism and 

consumer responses toward SME cosmetic brands promoted on Instagram. Using survey data 

collected from Malaysian social media users, the study investigated how various dimensions 

of influencer professionalism influence consumer brand perception and purchase intention. The 

findings provide empirical evidence that professionalism-related attributes of influencer 

marketing play a significant role in shaping consumer evaluations of influencer-endorsed 

products. 

 

The results of the Pearson correlation analysis indicate that all examined professionalism 

constructs demonstrate significant positive relationships with both brand perception and 

purchase intention. Among the constructs analysed, demonstration quality and influencer 

trustworthiness exhibited particularly strong relationships with brand perception, suggesting 

that consumers place considerable importance on clear product demonstrations and credible 

influencer behaviour when evaluating cosmetic products online. Ethical expectations and 

demonstration quality were also found to strongly influence purchase intention, indicating that 

consumers are more willing to consider purchasing products promoted through responsible and 

professionally presented influencer content. 
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These findings highlight the importance of professionalism as a key factor influencing the 

effectiveness of influencer marketing campaigns. In digital environments where consumers 

encounter large volumes of promotional content, professional influencer behaviour may 

function as a credibility signal that helps consumers evaluate the reliability of promotional 

messages. Accurate information, transparent communication, consistent messaging, and ethical 

promotional practices can strengthen consumer trust and contribute to more favourable brand 

evaluations. 

 

From a theoretical perspective, the study contributes to the growing body of literature on 

influencer marketing by emphasising the role of professionalism in shaping consumer 

responses to influencer-promoted brands. The findings support the relevance of source 

credibility theory, which suggests that the persuasiveness of promotional messages is 

influenced by the perceived trustworthiness and expertise of the communicator. Additionally, 

the results are consistent with the Elaboration Likelihood Model, which proposes that 

consumers often rely on heuristic cues when processing persuasive messages in digital 

environments. Professional influencer behaviour may therefore serve as an important 

credibility cue that guides consumer evaluation in social media marketing contexts. 

 

From a practical standpoint, the findings offer useful insights for SMEs seeking to leverage 

influencer marketing as part of their branding strategies. SMEs operating in competitive 

cosmetic markets can enhance consumer trust by collaborating with influencers who 

demonstrate professionalism in their promotional communication. Clear product 

demonstrations, transparent disclosure of sponsorship relationships, accurate product 

information, and ethical promotional practices can improve the credibility of influencer 

marketing campaigns and strengthen consumer purchase intentions. 

 

The results also reinforce the growing recognition that influencer marketing effectiveness 

depends on more than audience reach or follower count. Increasingly, marketing scholars argue 

that the quality of influencer communication and the perceived authenticity of promotional 

messages play a central role in determining consumer responses to social media advertising 

(Sokolova & Kefi, 2020). Professional influencer behaviour may therefore represent a key 

credibility mechanism that helps consumers evaluate the reliability of influencer-endorsed 

products in digital environments characterised by information overload. For SMEs seeking to 

establish trust in online marketplaces, prioritising professional influencer partnerships may 

provide a sustainable strategy for improving brand perception and encouraging consumer 

purchase intentions. 

 

Despite its contributions, this study has several limitations that should be acknowledged. First, 

the sample size of 100 respondents and the focus on Malaysian consumers may limit the 

generalisability of the findings to broader populations or different cultural contexts. Future 

studies are encouraged to employ larger and more diverse samples across multiple regions to 

enhance external validity. 

 

Second, the study relies on self-reported survey data, which may be subject to response bias 

and social desirability effects. Respondents’ perceptions of influencer professionalism and 

purchase intention may not fully reflect actual consumer behaviour in real-world settings. 

 

Third, the use of Pearson correlation analysis allows for the identification of significant 

relationships between variables but does not establish causal relationships. Future research may 
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adopt more advanced analytical techniques such as regression analysis, structural equation 

modelling (SEM), or experimental designs to examine causal effects and strengthen the 

robustness of the findings. Future studies may incorporate experimental designs or behavioural 

data to further investigate consumer responses to influencer marketing. 

 

Future research may also explore additional factors that influence the effectiveness of 

influencer marketing, such as influencer–brand fit, parasocial relationships between 

influencers and followers, and the role of audience engagement in shaping consumer attitudes. 

Comparative studies across different industries or social media platforms may further deepen 

understanding of how influencer professionalism influences consumer behaviour in various 

marketing contexts. 

 

Overall, this study demonstrates that micro-influencer professionalism plays a critical role in 

shaping consumer perceptions and behavioural intentions toward SME cosmetic brands 

promoted on social media. By emphasising professional communication practices in influencer 

collaborations, SMEs can strengthen consumer trust, enhance brand perception, and improve 

the effectiveness of their digital marketing strategies. 
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