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1.0 Introduction
Changes in Technology and Consumer Behaviour
The COVID-19 pandemic has sparked rapid development of digital technologies around the world (Qudsi, 2023). Governments imposed lockdowns which restricted consumer movement and drastically altered their behaviours (Santora, 2022). As a result, there is a shift towards online shopping when it comes to purchasing cosmetics (Masuda et al., 2022). Job instability during the pandemic affected the purchasing power of consumers which caused them to focus on value-based purchasing (Masuda et al., 2022). Value and convenience have become key factors to consider when consumer purchase cosmetics (Masuda et al., 2022).
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Diagram 1: Digitization of Customer Interaction. (Source: https://www.mckinsey.com/capabilities/strategy-and-corporate-finance/our-insights/how-covid-19-has-pushed-companies-over-the-technology-tipping-point-and-transformed-business-forever)
Many businesses are also using livestream shopping platforms to promote and sell their product because consumers will be able to visualise, understand and purchase the product from the comfort of their home (Trivedi & Sama, 2019). Businesses accelerated the digitization of operations in order to respond to change in consumer behaviour and survive in this harsh environment as shown in Diagram 1 (McKinsey, 2020).

Rise of Influencer Marketing
Number of influencers have increased exponentially during the pandemic due to technological advancement (Masuda et al., 2022). Social media had allowed influencers to post authentic contents drawing the attention of viewers and accumulate followers along the way (Trivedi & Sama, 2019). Influencer marketing may be new but it has evolved with the increasing reference to influencer content when purchasing cosmetics (Trivedi & Sama, 2019). Research suggests that influencer marketing had become an effective tool in influencing consumer’s intention to purchase cosmetics (Trivedi & Sama, 2019).
Considering the points mentioned above, it seems that influencer marketing is becoming more relevant to businesses. It is a thriving concept but it remains unexplored especially in Malaysia. This research project intends to find out whether influencer marketing is effective in Malaysia as suggested by existing evidence (Trivedi & Sama, 2019). 

1.1 Research Question 
The research question developed is to assess the effectiveness of influencer marketing on the intention to purchase cosmetics in Malaysia after the COVID-19 pandemic.
The research objectives are listed below:
1. To understand how influencer marketing affects the consumer decision process.
2. To gain insight into the current consumer behaviour trend in Malaysia.
3. Identify influencer’s traits that affect consumer’s intention to purchase cosmetics.
By fulfilling the three objectives, influencer marketing’s effectiveness in Malaysia can be determined.
[image: ]
Diagram 2: Framework for Five Different Kinds of Value. (Source: https://wbc-rti.info/object/document/20671/attach/jrc117661_entrepreneurialemployee-online.pdf)
Value is defined as applying one’s knowledge to create something valuable to external stakeholders (Lackéus et al., 2020). Five different kinds of value were introduced by Lackéus in Diagram 2 (Lackéus et al., 2020).
With reference to the framework, this research will create economic value and social value for stakeholders. Economic value is often measured through cost-benefit calculations (Lackéus et al., 2020). This research will help businesses in Malaysia decide whether to incorporate influencer marketing in their overall strategy (Schiffman & Wisenblit, 2019). Designing effective influencer campaigns will boost their engagement and return on investment (Schiffman & Wisenblit, 2019).
Social value is about improving the life of others and attainment of new knowledge (Lackéus et al., 2020). This research allows influencers to understand the preferences of their audiences, leading to more engaging content which creates value for them (Solomon, 2020). It can also guide influencers in selecting brand partnerships that align with their values and resonate with their followers (Solomon, 2020). Other than that, this research will provide current and new knowledge about influencer marketing for academics and professionals to develop its potential further (Lackéus et al., 2020).

1.2 Research Approach
Research approach involves the logical foundations and reasoning processes selected to conduct research (Saunders et al., 2020). There are three main research approaches, deductive, inductive, and abductive (Saunders et al., 2020).
The deductive approach is used to explore an existing theory or phenomenon and conducting research to test if it is valid in specific circumstances (Stephens et al., 2020). The inductive approach begins with observations done by the researcher and theory is proposed at the end of the research based on the results (Stephens et al., 2020). The abductive approach is where researchers provide the best explanation among the various alternatives of a phenomenon identified at the start of the research (Stephens et al., 2020).
This research will be based on the deductive approach because it follows the path of logic the closest (Strijker et al., 2020). This allows the researcher to conduct the investigation process and measure influencer marketing concepts quantitatively with little margin of error (Strijker et al., 2020). This approach is preferred due to the short time available to conduct the research (Strijker et al., 2020).
Quantitative research focuses on collecting and analysing numerical data to establish trends, patterns, and relationships (Venkatesh Aravindh & Thirupathi, 2019). Qualitative research focuses on experiences and perspective of the respondents to gain insight on a phenomenon (Venkatesh Aravindh & Thirupathi, 2019). Mixed method is a combination of both methods mentioned (Venkatesh Aravindh & Thirupathi, 2019). 
Quantitative research is selected because it seeks to guarantee accuracy of the results and avoid the risk of distortion in the data analysis (Saunders et al., 2020). It can establish comparisons and inferences on a topic at a low cost as compared to qualitative research (Saunders et al., 2020).

1.3 Data Collection Methods
Link to Questionnaire: https://drive.google.com/file/d/14WBan_TtzfGPaZeARPhVkE97fICMBTxW/view?usp=sharing
Primary data collection involves the researcher gathering original source of information (Snijkers et al., 2023). Information gathered are usually current and specific about the research topic (Snijkers et al., 2023). Data is collected using experiments, questionnaires or through observation (Cypris, 2022).
Questionnaire is selected to collect quantitative data to assess the reality in Malaysia (Saunders et al., 2020). It is useful for studying opinions and attitudes (Saunders et al., 2020). A set of 13 questions was created to collect information from respondents. The questionnaire included closed-ended and multiple-choice questions that identifies consumer characteristics, consumer behaviour, perception of influencer marketing and influencer traits that appeal to Malaysian consumers when purchasing cosmetics (Solomon, 2020). All these variables are used to answer the research question.
The design of the questionnaire is short and easy to understand. This avoids any ambiguities and reduces the dropout rate (Snijkers et al., 2023). Feedback on the questionnaire was obtained and amendments were made to improve the quality of the questionnaire (Snijkers et al., 2023). 
Secondary data is information that provides valuable insight into a certain topic and was reported in secondary sources such as books, published journal articles, and industry records (Saunders et al., 2020).
Secondary data for this research is collected by accessing the university’s library database and Google Scholar. Data selected are done based on criteria such as date of publication (within the last five years), the source’s credibility and relevance to the research topic (Saunders et al., 2020). This ensures that literature review done is valid (Saunders et al., 2020).

1.4 Sampling Method and Sampling Size
Sampling is a technique researchers use to select members of a population to make statistical inferences to estimate the characteristics of the entire population (Fleetwood, 2023). It is cost effective and saves time and so it forms the basis of any research design (Fleetwood, 2023).
There are two types of sampling methods, probability sampling and non-probability sampling (Stratton, 2021). Probability sampling is where the researcher sets the criteria and chooses members of a population randomly (Stratton, 2021). Non-probability sampling is where members of a population are chosen at random (Stratton, 2021). 
Convenience sampling is selected for this research (Fleetwood, 2023). Convenience sampling is a type of non-probability sampling where selection of participants is based on ease of access or proximity to the researcher (Fleetwood, 2023). There is no fixed selection process for this sampling so it might not represent the entire population (Fleetwood, 2023). Inferences made about the population are weaker and the conclusion may be limited (Fleetwood, 2023).
Due to time and budgets constraints, the sampling method is an easy and inexpensive method to gather data (Fleetwood, 2023). Data was collected by sharing the questionnaire link to various social media platforms such as Facebook, Instagram, and WhatsApp groups.
The sampling size is 30 for this research. Central Limit Theorem states that distribution of a sample approaches normal distribution as the sample size becomes larger (Islam, 2018). Research suggests that a sample size of 30 increases the confidence interval enough to justify the research findings (Islam, 2018).
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Link to Questionnaire Summary: https://drive.google.com/file/d/1ltbch9runaV2Ny0JARV6kb55zLPikomz/view?usp=sharing
Data collection was conducted and the results are posted above. To understand the data, it is necessary to explain the models the research question is based on.

Consumer Decision Process
[image: ]
Diagram 3: Consumer Decision Making Process. (Source: https://www.businessstudynotes.com/marketing/marketing-management/stages-consumer-decision-making-process/)
Consumer decision process is the process consumers goes through to search, select, purchase, and use a product to satisfy their wants and needs (Anh & Hue, 2023). The 5 stages are shown in Diagram 3.
First stage is when the consumer needs something (Pop et al., 2021). The consumer then searches for various alternatives and evaluate before purchasing the best product choice (Pop et al., 2021). In the final stage, if the consumer is satisfied with the use, this positively influences their future buying decision (Campbell & Farrell, 2020). Being able to influence the consumer in all five stages will increase the likelihood of the consumer buying a product (Campbell & Farrell, 2020). 
Source Credibility Model
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Diagram 4: Source Credibility and Attractiveness Model. (Source: https://www.researchgate.net/figure/Proposed-Model-of-Source-Model-of-the-Celebrity-Endorsement_fig1_299403888)
This model assesses the likelihood a consumer believes the information conveyed by an influencer (Chin et al., 2019). The criteria for assessing influencer’s credibility are attractiveness, trustworthiness and expertise as shown in Diagram 4 (Chin et al., 2019). Scoring high on all three traits greatly persuades a consumer’s intention to purchase (Saima & Khan, 2020).
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Diagram 5: Effect of Influencer on Consumer Decision Process.
Diagram 5 shows that when searching for information about cosmetics, Malaysian consumers rely on influencers (33%) followed by official website of the cosmetics product (25%). This shows that respondents believe the information given by the influencer.
Research suggests that influencer establish direct communication with consumers with their permission (Weismueller et al., 2020). The interactive communication between them allows influencers to participate in the consumer’s decision-making process (Weismueller et al., 2020). Previous study demonstrates that influencer affects consumer in all 5 stages (Özbölük & Akdoğan, 2022). However, the result shows that only the first three stages are affected.
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Diagram 6: Number of Influencers Followed by Malaysian Consumers.
Diagram 6 shows that 90.5% of the respondents follow influencers on social media.  The majority of respondents (38.5%) follow 1 to 5 influencers. This means that Malaysian consumers at least people in their 20s are technology savvy and have an active online presence which supports previous study done (Özbölük & Akdoğan, 2022). Number of influencers followed by consumers indicate the degree of exposure to influencer marketing (Özbölük & Akdoğan, 2022). The potential of influencer marketing to affect consumer’s intention to purchase is high in Malaysia as influencer became an integral part of the life of a Malaysian consumer (Zak & Hasprova, 2020).

[image: ]
Table 1: Source Credibility Traits.
Table 1 shows that the trait that influences consumer’s intention to purchase cosmetics the most is expertise (27.7%), followed by trustworthiness and attractiveness. Respondents consider expertise to be most important when purchasing cosmetics. Influencers with legitimate and useful knowledge on a cosmetics product are perceived to be more credible which means they can influence consumer’s intention to purchase (Zak & Hasprova, 2020). The results of this research support the previous study that verified expertise as the most influential trait while attractive as the least influential on consumer’s intention to purchase (Zak & Hasprova, 2020).
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Link to 3 Minute Elevator Pitch: https://drive.google.com/file/d/1qSNEblSWwnaCqkB3aTAJHJacgIgWzRuB/view?usp=sharing

3.0 Reflection on Feedback
Gibbs reflective cycle is a framework that examines experience and allowing the user to think critically about it and to learn from it (Markkanen et al., 2020). The 6 stages are shown in Diagram 7 (Markkanen et al., 2020).
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Diagram 7: Gibbs’ Reflective Cycle. (Source: https://www.ed.ac.uk/reflection/reflectors-toolkit/reflecting-on-experience/gibbs-reflective-cycle)
First stage is description of your experience. I was asked to prepare a 3-minute elevator pitch.
Second stage is feeling. I felt that the creation of the presentation went smoothly and I am happy with the design. However, I was nervous when doing the recording and felt that I could have done better.
Third stage is evaluation. Based on the feedback given, my nervousness when presenting was reflected in the recording. I talked faster because I was nervous. This resulted in me going through some slides faster. I also should have created a hook that captures the audience’s attention.
Fourth is analysis. I realised that I should try to calm down before presenting and think of creative ways to present.
Next is conclusion. There are many ways to calm down. Research suggests breathing exercises and more practice helps alleviate anxiety (Wilbers, 2022). I should ask the audience a question which gets them to think and participate in the presentation (Waters, 2023).
Finally, my plan is to implement everything I have learned in my upcoming presentation. Asking the audience for feedback to gauge my improvement (Fathelrahman, 2018).
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Link to Conference Poster: https://drive.google.com/file/d/12Qwazo3_QW5MOWvZjWd3vY4Dfs8uWyM0/view?usp=sharing
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